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Moccoaina. .. America’s first baby shoes! 
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Salvini’s new Joplin, a pleated overlay pump on the triple-needle 
Tower last, with 2412/8 heel in HUBSCHMAN’S CALF 


#3308 Bone... and available also in #507 Flisht Blue, 


#3°6 Paté, #370 Bombay and #345 Red Rose 


by louis H. Salvage Shoe Company, Manchester, New Hampshire 
y sy 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23° FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16 











TRADE MARK REGUS PATENT OFF. 


The sure business start 


for repeat sales 





and profits. 
“KALI-STEN-IKS” offers 
a complete line of 
nationally advertised 
children’s shoes 


for children of all ages. 


In stock 524 
Black Plug Oxford 
In stock 286 5 aa es 8% to 12—A, B, C, D, E 
White Plain Toe Blucher b ye. \ 12% to 3—A, B,C, D, E 


2t06—8B,C,D, E, & EE if: 3\2 to 6— A,B, C,D, E 
6% to 8—A, B,C, D, E, & EE ae : ‘ Also in stock 539 in Oxblood. 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
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EVERY WEEK |S Auericaw GIRL WEEK 


You're in business 52 weeks a year with American Girl...the complete tine that sells your 
customer all the pairs she needs, for all occasions. Every woman is a multiple customer! 
basics, sports, casuals, pumps, novelties, walking shoes, nurses shoes... styles for all females, teenage to forever. 


American Girl Shoe, 288 A Street, Boston, Mass 
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Graduate personnel of the American 
Shoe Fitting Institute in attendance 


NOW FOR THOSE WHO QUALIFY 
THE MOST NEEDED SYMBOL OF 
CONFIDENCE IN SHOE RETAILING 


Now, for the first time in the shoe industry, shoe retailers and their sales personnel can 


serve their communities as trained and qualified shoe fitters by self preparation and study. 
The American Shoe Fitting Institute offers a comprehensive course in FOOT ANATOMY, 
SHOE FITTING and the fulfillment of MEDICAL REFERRAL prescriptions. 


The American Shoe Fitting Institute Inc. symbol displayed in your store means that your 
personnel: (1) have a comprehensive knowledge of foot anatomy and understand the shoe 
fitting requirements prescribed by your local medical practice; (2) have a detailed knowl- 
edge of lasts, sizes and patterns and foot function; (3) are qualified to converse with doctors 
and fill prescriptions as directed. LEARN MORE ABOUT HOW YOUR STORE CAN 
QUALIFY. For complete details, write American Shoe Fitting Institute Inc., Newmarket, N. H. 


AMERICAN SHOE FITTING INSTITUTE INC. IS AN EDUCATIONAL AND 
TRAINING SUBSIDIARY OF YANKEE SHOEMAKERS, NEWMARKET, N. H., 
AND IS AVAILABLE TO QUALIFIED LITTLE YANKEE FRANCHISED DEALERS. 
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In This Issue . 
Sell a White Shoe Wardrobe Dawn to Dark .... 36 


This will be a year for white. Shoes in all-white and white 
with color are in the market in types ranging from flat to 
medium to stacked to high heels. 


What's in a Shoe and How to Sell It: The Pre- 
welt, Nailed and Turn Shoe Processes .... 38 


These processes are not of much importance today but they 
were once widely used and thus have historical importance. 
The Turn process produced some of the finest shoes ever made. 


Sales Training Series: Closing the Sale ...... 41 


Another in the series of articles on this important step in sell- 
ing. There are certain procedures that should be followed in 
order to lead up to the closing and to speed it up. 


How to Increase Sales with a Modest Budget.. 45 


An enlarged store, separated departments and inexpensive 
conversation pieces have all combined to raise volume for 
Sterling of Warwick, R. I. 


What the Leather Lines Are Offering for Fall.. 46 


Both shiny and dull surfaces are strong in women’s leathers 
for fall. Brown is the No. 1 color family. The purpled reds and 
eggplant shades are an important promotion group. 


Inside Shoe Business: the Obligations of Leader- 
SR in. tws cthetenasseevess ctscansavesss SY 


Never has the industry been in such need of bold leadership 
and never has such leadership been so absent. 


Departments... 


About Shoe People Manufacturing Report . 
Baker Reporting from Washington 11 Perseweet oc ccccsvess 
Dates to Remember Profile . 
Deaths Retail Merchandising 
Editorial Retail Trade Report 
Financial Salesmen and Suppliers 
Headlines Salesmen on the Road 
Voice of the Trade........ 


Coming February 1... 


The Retailer Talks about Shoe Shows 

The RECORDER has surveyed a cross-section of independent 
retailers and found out their opinions of national and re- 
gional shows. 
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NYLOVEL couors — A BiG WHEEL IN SHOE PAIRAGE 


30 beautiful colors, including 9 exclusive additions for 1961! 


Insist on the NyloVel tag which identifies MARTIN quality velvet. 














SALES AGENTS: SHAIN & CO. Boston MANSKE & CO. St. Louis 
MARTIN MILLS: U.S.A., France, England, italy, Canada, Mexico, Brazil and Argentina. FABRICS CORPORATION: 48 West 38th St., New York 18, N.Y. 
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Mr. Neolite says: 


GOODYEAR DOES MORE 
YOU BUILD 


Goodyear's great new 1961 advertising campaign will 
reach more shoe customers than ever before...with 
the sales-building story of Neolite quality and value! 


GOODYEAR does a selling job for shoe manufactur- 
ers where it counts most . . . at the retail level. 
How so? For one thing, because the quality and 
value of GOODYEAR and NEOLITE products add cus- 
tomer appeal to even the best selling shoes. And 
then GOODYEAR does powerful advertising year 
after year... the greatest advertising in the shoe 
products industry. Today, many millions of peo- 
ple know and trust NEOLITE and the other famous 
GOODYEAR brands of soles and heels. 


In 1961 GOODYEAR will continue and expand the 


scope of its advertising. More people than ever 
before will be told the GOODYEAR story . . . a story 
that has been helping many leading shoe manu- 
facturers increase their sales. It’s a story that can 
build your sales, too... if you use GOODYEAR and 
NEOLITE products. 


Find out for yourself how GOODYEAR and NEOLITE 
shoe products can give you the competitive edge 
you re looking for. Call your GOODYEAR Represent- 
ative. Or write to GOODYEAR, Shoe Products Divi- 
sion, Akron 16, Ohio. 


LOTS OF GOOD THINGS COME FROM G €) G ob Z 
yy YEAR 
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IN 1961 


THAN EVER 10 HELP 
YOUR SALES! 


Sports —-- 
TITS ae: baste, 





| SAFETY 
NEWS 








PLUS TELEVISION 


The Pete and Gladys Show 
on more than 
200 CBS-TV Stations 
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The above is 
an exact quote 
from a Jarman 


dealer in California. 


SHOES FOR MEN 


34270 — in Black colfskin 
To retail ot $14.95 


A GENESCO DIVISION 


a 











A Time 
for Appraisal 








Style minded young men 


will see it in February 6 


SPORTS ILLUSTRATED 


—Well, here we are in a new year! What about the 
economy? What are the prospects? Will it be boom 
or recession? 


For some of the answers, we turn to the experts. . . 
a panel of fourteen nationally known economists 
who took part in a recent meeting of the National 
Industrial Conference Board’s Economic Forum. 


Here are some oi their findings: Forum members 
were unanimous in their belief that the current 
recession will not run through the second half of 
1961. Among their reasons they cite the strength 
of end product and the continued high confidence See that they 
of businessmen and consumers. BUY IT 


—Relative price stability will prevail during 1961, from YOU! 
as it did last year. Virtually no change is foreseen 
for the wholesale price index this year; while the 
consumer price index is expected to rise by only 
about one percentage point. 


—“America’s economy in 1961,” they say, “started 
off in low gear and it may possibly move even lower 
during the first and second quarter. It is expected 
to shift into steadily higher gear in the second half 
of the year. 


—*“1961 will be another of the ‘middle years’—not a 
year of boom but not a year of great recession or Campus approved style that rates a 


contraction either. In it, the nation’s economy will straight “A” for comfort and smart 


continue to build a bridge between the highly : 
stimulated period of 1940-1955 and the decade of good looks. Popular cushion crepe sole. 


prosperity that may still be ahead when the tidal Hidden gore in vamp for snug fit. 


wave of postwar babies starts entering the labor Tapered last. Black Smooth. 
force and begins to affect the demand for both 


consumer and capital goods.” Sizes 4%-12 A, B, C, D. 


—These are a few of the signposts to guide us. Plenty OTE 
of food for thought and action, with a good measure N ; 
of cautious optimism as a basic ingredient. ...and for kid brother, too, Jumping 


Jacks Serrato sizes 12'2-4 B, C, D. 


e. B. Iartinse th, VAISEY-BRISTOL SHOE CO. 


‘ Monett, Mo. 
Publisher 
Boor anp SHoe Recorper 
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AMERICA’S 

LEADING 
NUFACTURERS* 

USE 


. 


y 


a 
C YCOLAE. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND RIGID/ 


Shoe industry leaders have too much 
at stake to risk using\a material they 
can’t trust. These leaders—and many 
others in the industry —aré now using 
Cyco.ac for the tall and thin women’s 
shoe heels that fashion hag decreed. 

Cycotac—the ABS plastic from 
Borg-Warner—is being used by more 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shdck 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CYCOLAC 
write today for information on this 
superior shoe heel material—the plas- 
tic that is setting new standards for 
women’s shoe heels. 





*Names On Request 


MARBON CHEMICAL oivision BORG-WARNER 


WASHINGTON : WEST VIRGINIA 
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@ The shoe labeling issue will probably be brought up again 
in Congress but with diminished enthusiasm. 


@® The consumer price index for shoes declined 
slightly in November while the general con- 
sumer price index rose by the same amount. 


® The House Small Business Committee has pre- 
pared a report on the declining share of the 
retail shoe market held by independents. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





There's every indication that shoe labeling is going to be a lively issue 
before the Congress this year. Interestingly enough, however, there are 
signs that support for a labeling law has now cooled off in some quarters. 

The chief advocate of a labeling law in recent years has been Wilbur 
L. Gardner, a Medford (Oregon) shee rebuilder. Mr. Gardner has nat- 
urally counted heavily on the political support of the six Oregon mem- 
bers of the Congress. While there has been no official counting of noses 
yet, it is now evident that the Oregon delegations in the Senate and the 
House are not as loud in their demands for a labeling law as they were 
prior to the November elections. 

Dr. Edwin C. Durno, a Medford physician who now occupies the 
House seat formerly held by Charles O. Porter, has clearly shifted his 
attitude on shoe labeling. Prior to his election, Rep. Durno spoke favor- 
ably of Mr. Gardner’s views on labeling. Now, he evidently isn’t sure. 
Mr. Gardner, annoyed at this shift, has told former Congressman Porter 
that he considers Rep. Durno’s cooling-off “a great disappointment.” 

The bogged-down drive for labeling could suddenly shoot forward if 
President Kennedy were to add it to his list of programs favoring con- 
sumers. An endorsement from the White House on labeling would prob- 
ably mean that shoe labeling would be the law of the land within a few 
weeks. Conversely, silence from Mr. Kennedy on the subject of labeling 
would mean that a labeling law is a long, long way off. 


Some scattered lower prices of some children’s shoes caused a slight 
drop in the latest consumer price index issued by the government. 

The Bureau of Labor Statistics reports a decline of from 140.5 in October 
to 140.3 in November in its monthly index of retail footwear prices. 
(1947-1949 prices equal 100.) 

November prices thus were .1 per cent below October prices. They 
were .3 above prices prevailing in August, and .8 above November, 1959, 
prices. 

The consumer price index for all items rose by .1 per cent between 
October and November. This rise was due chiefly to higher food prices, 
the government says. 

Prices of all goods and services bought by city families probably will 
rise by 1 to 2 per cent in 1961, according to Ewan Clague, Commissioner 
of Labor Statistics. 


A congressional investigating group, alarmed over the declining share 
of the retail shoe market held by independents, is calling for a close, 
hard look at this trend. The group believes there may already be too 
much “market concentration” in the hands of shoe chains. 

One-store outlets declined in numbers slightly between 1948 and 1958, 
the investigators note in their report. But the decline grew more pro- 
nounced after 1954. 

Actually, the only size group (among shoe stores) to strengthen its 
share of the market is chains with more than 100 outlets. These chains 
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®@ A group of home economists wants the govern- 
ment to find ways of improving the wear and 
Report from sizing of children’s shoes. 


WASHINGTON ° xew government spending programs as reces 


sion remedy are more likely. 





upped their share by 12.2 per cent between 1948 and 1958. Since 1954, 
they have increased their share by 5.9 per cent. 

The report was prepared by the staff of the House Smal! Business 
Committee. You can get a copy by writing the Small Business Committee, 
U. S. House of Representatives, Washington 25, D. C., and asking for 
“Status of Small Business in Retail Trade, 1948-1958.” 

By 1958, chains did 83 per cent of the men’s shoe store business and 
72 per cent of the women’s shoe store business, the group notes. For all 
retail shoe business, chains did 58.5 per cent of the total business. 

What the committee staff wants is a detailed investigation of the effects 
of mergers on shoe retailing. It’s up to the House as to whether or not 
such an investigation will be undertaken, 


A group of home economists wants the government to find ways to 
make children’s shoes wear longer. They also think the sizing of chil- 
dren’s shoes can be improved. 

These recommendations were made to the U. S. Department of Agri- 
culture by the Home Economists Research Advisory Committee, an 
organization of “better living” experts that meets annually in Washing- 
ton and tells the government how it thinks family life in the U. S. can 
be improved. 

The two recommendations dealing with children’s shoes are on a long 
shopping list” of wants now being studied by the Department of Agri- 
culture. Federal agencies usually welcome the recommendations of ad- 
visory groups because they provide opportunities to hire more govern- 
ment workers in the undertaking of the services and studies urged by 
the groups. 


“ 


Among other things, the committee says the government should pro- 
vide more information about the “construction of clothes,” set new 
classes of sizes and pattern tolerances, find ways to improve water sup- 
plies on farms, establish continuing statistics on rural living costs (com- 
parable to the Department of Labor Consumer Price Index, which relates 
chiefly to urban families), learn more about fat in foods and seek im- 
proved analyses of foods. 

For the complete text of the Committee's report, write Robert E 
Stevenson, Agricultural Research Service, U. S. Department of Agricul- 
ture, Washington 25, D. C. 


Tax cuts in 1961? Not likely. Here’s why: (1) Kennedy programs cost 
more than current tax rates yield; (2) Senator Byrd, chairman of the 
powerful Senate Finance Committee, is dead set against cuts until spend- 
ing is trimmed to compensate for revenue loss. 

There’s been talk, springing largely from tax-cut ideas of Senator 
Douglas, of trimming rates on lower and middle incomes. Theory is that 
these folks would spend, not save, their extra dollars, thereby shriveling 
the recession. But a majority of the Congress prefers new government 
spending programs as a recession remedy, instead of tax cuts. 

With defense spending banded for the $44 billion mark (up from this 
year’s $41 billion) and all other government agencies clamoring for more 
money, the Treasury is going to find it very difficult to avoid deficit 
financing in the year ahead. Tax cut talk, as a result, is not meeting 
with much favor, either at the White House or at the Capitol. 
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brctwoed 
“CAPRI” 
Duck Upper 


Hoehoved 
“SCAMPER” 
Duck Upper 


beloved 
“LIDO” 


Brushed Nylon 
Suede Upper 


These 


ALL-NEW 
TYER 


Hleciwosds 


Have Everything 
Your Customers Want... 


New Styles ... New Pointed Toes 
... New Full-Taper Toes 
New Fashion- Right Colors and Fabrics 


Hieheoed 


“IVY CORD” « 
Pinwale j 


Corduroy Upper ‘ “ Tyer Rubber Company, Andover, Massachusetts 


TYER RUBBER COMPANY, Andover, Mass., U.S. A. 
(_) Please send me prices and complete information on the All-New Tyer Fleetwoods. 
{_] Please have a Tyer Representative call. 


NAME TITLE 
STREET 
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WORLD’S LIGHTEST WORK AND SERVICE SHOES 
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WEIGH 1% LBS. LESS THAN WORK SHOES YOU'VE ALWAYS KNOWN 


Your customers won't buy any other 


shoes once they discover how lightweight, 


durable and comfortable these Wolverine 
shoes really are. 


Here are shoes with so much to offer your 
customers you'll wonder why you carry any 
others. People who are on their feet a good 
share of the day will find these lightweights 
will pay them big dividends in comfort. 
Actually, these shoes weigh 1% Ibs. less 


than conventional work and service shoes. 


But—don't let this lightness fool you. Those 
crepe soles can take rough wear. In most 
cases, they'll give your customers the same 
long wear they'd expect to find only in work 
shoes weighing far more. What's more— 
sturdy steel shanks give proper support, 
while those elk-tanned leather uppers are 
almost as soft and mellow as glove leather. 


Be sure you have Wolverine’s new light- 
weights for the coming Spring season. The 


6” shoes and work oxfords come in brown, 
black or blonde ... the 8” boots in blonde 

. and the moc-stitched service oxfords in 
burgundy, with oil-resistant neoprene crepe 
soles, which are highly recommended for 
garage, industrial and the service station 
trade. All men’s styles available in C, E and 
EEE widths to insure every customer of per- 
fect fit. Also boys’ sizes in a shoe and boot. 


Phone your order or write to Wolverine 
Shoe and Tanning Corporation, Rockford, 
Michigan, today. Offer your customers the 
comfort and durability of the world’s 
lightest work and service shoes. 


Fy 
/ 


A 





8 inch Oxford 











WOLVERINE SHOE AND TANNING CORPORATION 
ROCKFORD, MICHIGAN + WESTERN WAREHOUSE: SPARKS, NEVADA 
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WALK-OVER 


WORLD RENOWNED SHOES 


Super Cushion 


VEL-FLEX® 


Try it on your customer’s hand first . . . he'll 
want to wear it at once. 


Dealers tell us it’s just that simple selling 
Walk-Over Super Cushion Vel-Flex shoes. 


Try a pair yourself and write for franchise 
information. 


GEO. E. KEITH COMPANY BROCKTON 63, MASS. 


"Reg. U. S. Pat. Off. 














e Dates to Remember 
MAJOR MARKETS ... 


Advance Fall Shoe Morket Week, New En 
q! and ree and Lecther Assn Hotels 
statier Hilton and Sheraton Piaza, Boston 

April 3-6 

Shoe Market of America, St. Louis Shoe 
Man turers Assn., Hotels Sheraton-Jeffer 
son tatler Hi ton, Lennox and Pork Piaze 
and St. Louis Merchandise Mart, St. Louis 

Apri! 9-12 
nese f Price Shoe Show of Americo, New 
hoe and Leather Assn. and No 
tiona an. of Shoe Chain Stores, Shera 
ton-Atlantic and New Yorker Hotels, New 
York April 30-May 

National Shoe Foir, Nati onal Shoe Manufo 
turers Assn. National Shoe Retailers Assn 
and Mior Beach Shoe Show, In For 
toinebleou Barcelona and Montmartre 
Hotels, Miami Beach. Flo Sept. 24-2? 


. « « AND KEEP IN MIND 


Empire Stote Footweor Assn. Inc., Shoe $ 
and Convention, Onondaga Hotel, Syrocus 
N. Y. : Jar 

Twin City Shoe Guild, Summer Shoe 
St. Poul Hotel, St. Paul, Minn 

Associated Shoe Travelers of Baltimore 
Spring Shoe ow, lord Baltimore Hot 
Bo timore 

New York Shoe Wholesalers’ Assn 
Shoe Show, members’ showrooms, New 


Michigan Shoe Travelers Club Spr 
Fair 4 


te! Stotler Hilton. Detroit 


Pepeupieanie Shoe Travelers’ Assn. Inc 


Motels Penn Sheroton 


ariton House, Pittsburgh Fet 


Midwest Shoe Travelers’ Assn 
Show. Palmer H +e h 190 
Designers Shoe Guild, Advance Fa 
ngs, members’ showrooms, New Y 
Weer 
Tanners one of America, Spring Meeting 
3 Raton Club. Boca Raton. Fla iv) 
Pacific Northwest Shoe Travelers Inc 
Seattle Fall Shoe Fair, Olympic, New Was? 
agton and Stewort Hotels. Seattle Aor 


Designers Shoe Guild, Fol! Openings, mem 
bers’ showrooms, New York Week of April 


Factory Management Institute, Notional Shoe 
Monufocturers Assn Netheriand Hilton 
Hote cinna Apr 


North American Factory Management Con 
ference hoe Monufocturers Ass 
rers’ Assn. of Conada 
Netherla 4 fon “Hotel Cincinnati. Ag 
Northwest Shoe Travelers, inc F Sr 
Fai Ss sul Hote St. Po Mine 
West Coast Shoe Travelers’ Associotes 
Market Week, Aleran 3, Biltmore 
Sheraton West Hotels. Los Angeles 


Ohio Shoe Travelers Club, F 


Deshler + te 


Chae 


Apr 


Mountain States Shoe Travelers Assn 
Shoe orket Albony Hotel. Denver 


Apr 


Southeastern Shoe Travelers. inc 
bevey nN . 4 Diedmant 
Atlante ; ie 
New York Boot and Shoe Travelers Assn 
f Morket Week ember how rw 
New York Ar 
Southwestern Shoe Travelers Assn 
Shoe Fe sker 
tels Dal os 
Michigan Shoe Trovelers Club, Fo 
t Hilton and Shera 


Det, 


Apouting ond Office Management Clinic 
) on, National Shoe pansraaier 
ers as . " sosevelt Hotel, New York Moy 18-!9 
Merchandising Clinic, Nationo!l Shoe Manu 
facturers Assen Statler Hilton Hote New 
' 


York : June 19-20 


FOREIGN 


Italian National Footwear Fashion Show 
Palazzo de! Podesta, Bologna, Italy. March | 
Footwear Components Exhibition, Washing 
ton Hotel, London, England....... May 16-18 


International Footwear Stow, National Assn 
of Italian Shoe Manufacturers, Vigevano 
Italy . weexs Sept. 17-25 
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Triple Needle Demand Slows Delivery of Lasts 


Shoe producers’ orders for triple 


needle lasts have exceeded last 
makers’ capacity. Some deliveries 
are taking as long as 12 weeks 
instead of 3 to 6, 

RETAILERS’ orders for triple 
needle styles have caused produc- 
tion for the industry's 
last makers. 

The difficulty the 
manufacturers’ inability to fill all 
orders as promptly as shoe manu- 
facturers would like, explains one 
New England last producer. Al- 
most all last makers—in New Eng- 
land, New York tell 
the same story. 

These manufacturers say 
demand has resulted in unprece- 
dented orders for triple needle lasts. 
Orders have exceeded the capacity 
of the last plants and the result 
is bottlenecks. Last makers 
working overtime and on Saturday 
at full capacity, but deliveries are 
still late. 


problems 


lies in last 


and Missouri 


retail 


are 


Up to 12 Weeks—-The new lasts 
are getting to the shoe manufac- 
turers as much as 12 weeks after 
they are ordered, say last makers 
from New England and Missouri. 
The normal between order 
and delivery dates is three to six 
veeks 

The problem is 
into sharp focus by comparing last 
sales during a four-month period 
of last year with the same months 
in 1959. August sales were up 100 
per cent; September, 95 per cent; 
October, 31 per cent, and November, 
Final tabulation of 
will find an in- 


lapse 


order brought 


16 per cent 
December figures 
there too. 


crease 


of Facilities”—‘“With 
this in the 
business,” Richard D. 
Green, secretary-treasurer of the 
Last Manufacturers’ Assn., Boston, 
“last manufacturers are reluctant 
to expand their production facili- 
ties. When the demand for lasts is 
down for a long period, our indus- 
try withers, skilled workers are lost 


“Shortage 
such extremes as 


last Says 
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and money becomes short. When 
the demand becomes not only great 
but phenomenal, our industry is not 
equal to this demand. 

“The current problem is not sim- 
ply a shortage of lasts, but a short- 
of facilities to produce the 
All our manufac- 
turning out every last 


age 
necessary lasts. 
turers are 


they can.” 


Overtime Cuts into Profits—Last 
makers claim they’re losing 
profits. They say last prices haven't 
since 1957 and the 
hurts. 
for Sterling Last 
Louis, says, “We have al- 
most killed ourselves to meet prom- 
with much 
Saturday work. So 

have absorbed the extra 
which for some women’s 
lasts run 10¢ a block or 20¢ a pair.” 


Effect on the Retailer?—-What do 
slow last deliveries mean to the 
shoe retailer? They could mean de- 
lays in shoe deliveries, especially 
for the triple needle styles. But if 
there is a delivery problem or a 
last shortage in the shoe plants, 
very few manufacturers 
mitting it. 


also 
changed cost 
of overtime 

A spokesman 
A., dt. 
dates, 


ised delivery 


overtime and 
far 


costs, 


we 


are ad- 

The majority of those polled re- 
ply, “We've got our lasts. Our 
retailers will get deliveries on time 
and first-quarter production should 
reach earlier expectations.” Some, 
however, will admit “the other guy 
is having problems.” In most cases 
“the other guy” is the volume manu- 
facturer who into the game 
too late.” 


“got 


“Shortage Will Hurt Production” 
Virgil Jeffers, in charge of fac- 
tory production of women’s shoes for 
International Shoe Co., St. Louis, 
is one of those who sees a problem 
“The shortage of lasts may not 
rightly 
problem right now,” he says, “but 


be called our most serious 
it is definitely contributing to low 
production. Delivery of lasts is 
running between 8 and 12 weeks 
behind, which translated into pro- 
duction time means that these shoes 


will face a two to three-week-late 
delivery. We will not be able to 
cut this gap. The shortage of lasts 
will hurt production figures on 
women’s pairs during the first quar- 
ter of 1961.” 


Concentration Is Responsible— 
The entire problem stems from a 
tremendous fashion acceptance of 
the triple needle styles. This in 
turn was reflected in retail orders 
and then in manufacturers’ 
orders. The concentrated 
particular style 
much for the last makers. 

Triple needles are the only pat- 
terns in demand and therefore the 
only lasts in short supply, says 
Dave Serling, president of Sterling 
Last Co., Long Island City, N.Y. 
He reports that getting blocks is 
“nip and tuck.” 

The Last Manufacturers 
Richard Green confirms the raw 
supply problem. He reports, “In 
some cases the manufacturers run 
out of wood because facilities among 
the block suppliers are adequate for 
a constant demand but not for a huge 
demand.” 


last 
interest 
was 


In one too 


Assn.’s 


What’s Ahead?—When will last 
deliveries return to normal? Opin- 
ion from the last makers varies. 
There are predictions of the begin- 
ning of normalcy in each month 
from this one through May. 

The slow last deliveries will have 
no significant effect on 1961 pro- 
duction figures, the majority of the 
shoe manufacturers say. Many of 
the larger companies and also the 
fashion houses report that they 
ordered early and have had their 
wood since fall. Others say 
they had enough ordered so that 
the slow rate at which they got 
subsequent orders didn’t slow them 
any. 


last 


One interesting point to note is 
that the New York City fashion 
producers claim they don’t need 
triple needle wood. A spokesman 
for Andrew Geller says four new 
lasts are lined up for fall shoes. 
Kenneth Lane of Delman Co., Inc., 
terms the triple needle “horrible.” 
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Glen Alden Offers to Buy EJ Stock 


NEW YORK—The Glen Alden 
Corp., a widely diversified company, 
sought this month to buy “any 
quantity” of Endicott Johnson 
Corp. common stock in a move to 
gain control of EJ. 


Glen Alden offered $30.50 a 
share. Endicott Johnson called that 
price “ridiculously low.” At the 
time of the offer, the stock had 
closed on the New York Stock Ex- 
change at $27.50, up $1.50 from the 
day before. But a company spokes- 
man pointed out that on Dec. 12 EJ 
common shares had an asset value 
of $70 a share, of which $45 repre- 
sented net working capital. 


Blitz Campaign—Said EJ’s 
spokesman, “The management has 
no choice but to advise sharehold- 
ers that this appears to be a blitz 
campaign aimed at acquiring a 
block of EJ stock at a ridiculously 
low price to the disadvantage of 
any stockholder accepting the offer- 
ing without thoroughly investigat- 
ing the true value of the stock.” 

Glen Alden had already acquired 
60,000 shares, or 7 per cent, of EJ’s 
stock from an Endicott Johnson di- 
rector, J. M. Kaplan, before it an- 


nounced the public offer. 

Glen Alden made its offer at a 
time when Endicott Johnson had 
just omitted a dividend payment as 
a result of depressed earnings. 


Set a Deadline— Glen Alden’s 
offer was made public over the New 
Year holiday. Under its terms, EJ 
shareholders were given until mid- 
night Jan. 13 to deliver or deposit 
in the mail stock certificates or 
signed letters of acceptance. 

Albert A. List, president and 
chairman of the board of Glen Al- 
den, said, “Our company has sub- 
stantial cash reserves for invest- 
ment purposes. We are prepared to 
make a substantial investment in 
Endicott Johnson Corp.” 

Glen Alden’s most recent invest- 
ment was its November 1960 pur- 
chase of the operating assets of 
The Hudson Coal Co., Scranton, 
Pa., a major anthracite marketer. 

The Glen Alden firm also controls 
E. Hubschman & Sons, Philadelphia 
tanners. Directly and through sub- 
sidiaries, Glen Alden ranks as the 
nation’s leading anthracite pro- 
ducer and operates the RKO chain 
of movie theaters. 


NESLA Elects Gleason to Another Term 


BOSTON — Francis H. Gleason, 
president of the J. F. McElwain Co., 
has been re-elected president of the 
New England Shoe and Leather 
Assn. 

Bernard S. Shapiro of American 
Girl Shoe Co. was named a vice- 
president. Continuing as VPs are 
Saul L. Katz, Hubbard Shoe Co., Inc., 
and John T. Heald, Stetson Shoe Co. 

Sidney Spiegel, American Girl 
Shoe Co., remains treasurer. Max- 
well Field continues as executive 
vice-president and Edward L. Davis 
as secretary. 

Featured speaker at the associa- 
tion’s annual meeting Jan. 11 was 
Donald I. Rogers, business and finan- 
cial editor of the New York Herald 
Tribune. Massachusetts Governor 
John A. Volpe extended greetings. 

NESLA members elected four new 
directors: William S. Fraser, Com- 
monwealth Shoe and Leather Co.; 


Norman Izenstatt, B. E. Cole Co.; 
J. S. Kamborian, International Shoe 
Machine Corp., and Martin M. Lan- 
day, Green Shoe Manufacturing Co. 


Re-elected as directors were: Her- 
bert M. Agoos, Allied Kid Co.; Manual 
Alter, A. Freedman & Sons, Inc.; Rob- 
ert N. Bass, G. H. Bass & Co.; Joseph 
Bloom, A. Sandler Co.; Leon H. Fisch- 
man, Penobscot Shoe Corp.; Michael 
Flynn, John Flynn & Sons. 

Gilbert Freeman, Gilbert Freeman, 
Inc.; Simon H. Geilich, Geilich Leather 
Co.; Edward Goldman, Copley Shoe 
Co.; Helmer C. Johanson, Eagle Shoe 
Manufacturing Co., Inc.; J. T. John- 
son, A. C. Lawrence Leather Co.; 
L. Howard Karelis, Allen Shoe Co.; 
Louis Kleven, Klev-Bro Shoe Manv- 
facturing Co. 

Joseph Miller, Miller Shoes, Inc.; 
Francis C. Rooney, Quabaug Rubber 
Co.; Richard N. Sears, Bates Shoe Co.; 
Simon Shain, Newbury Shoe Corp.; 
G. Elliot Stickney, Holmes, Stickney, 
Inc.; Richard N. Tarlow, Brockton 
Footwear, Inc., and Robert E. Wall, 
Wall-Streeter Shoe Co 


New EJ Division Sells 
All Athletic Footwear 


NEW YORK—Endicott Johnson 
Corp. has set up a new division to 
make and market all types of ath- 
letic footwear. The new unit— 
another step in EJ’s current re- 
juvenation—will be the largest sin- 
gle producer of sports shoes in the 
nation, the company says. 

Already the division is manufac- 
turing and selling shoes for 12 
athletic activities. Endicott John- 
son is offering 14 different lines of 
shoes. 

Headquarters of the new division 
is on the 67th floor of the Empire 
State Bldg. It has 3,000 sq. ft. of 


showroom and office space. 


Endorsements — All EJ 
sports shoes will carry endorse- 
ments of famous athletes. There 
are Little League and baseball! shoes 
styled by Joe DiMaggio, basketball 
shoes styled by Carl Braun, man- 
ager of the New York Knicker- 
bockers, and men’s figure skates en- 
dorsed by Dick Button. 

Other figures whose de- 
signs are featured: Tommy Armour, 
for golf; Carol Heiss, figure skat- 
ing; Guy Lombardo, boating; Fred 
Perry, tennis, and Jack Riley, hoc- 
key. 

Additional lines will include 
Kroydon golf and football shoes. 


“Name” 


sports 


Use Various Outlets tobert 
Mills, manager of the new division, 
said a 27-man sales force is selling 
the line to department stores, sport- 
ing goods stores and independent 
shoe retailers. The division will 
have warehouses in New York, De- 
troit, St. Louis, Sacramento, Calif., 
and Dallas. 

Endicott Johnson has been mak- 
ing athletic footwear for 
years. At present, production is 
centered in an all-sports factory in 
Johnson City, N. Y., although sev- 
eral other EJ factories also make 
sports shoes. But the company said 
the division means that, for 
the first time in the industry, all 
types of athletic shoes will be made 
and sold through one integrated 
marketing activity. 

Frank A. Johnson, president; 
William D. Benjes, vice-president, 
sales, and other EJ executives at- 
tended the opening of the New York 
headquarters. 


many 


new 
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ISCO Sales Set Mark, 
Earnings Dip Slightly 


ST. LOUIS — International Shoe 
Co.’s consolidated net sales for fiscal 
1960 totaled $296.5 million, the larg- 
est in the company’s history, Presi- 
dent Henry H. Rand has announced. 

But Mr. Rand said consolidated 
net earnings are expected to amount 
to $2.61 per share of common stock, 
a decline of 3.7 per cent from the 
$2.71 per share for fiscal 1959. 

ISCO’s net sales total is $13 million 
(or approximately 5 per cent) 
greater than the 1959 figure of $283 
million, the previous peak. 

For 1960, ISCO’s net sales exceed 
Brown Shoe Co.’s previously pub- 
lished net sales figure by $700,000. 
Brown reported a total of $295.8 
million for its fiscal year ended Oct. 
31, up $19.2 million from the previ- 
ous year. Earnings per share for 
Brown Shoe Co. were down 4.6 per 
cent, from $6.34 to $5.96 per share. 

The ISCO fiscal year ended Nov 
30 


10,000 Workers in Mass. 
Gain Two-Week Vacation 

BOSTON 
ufacturing workers in Boston, Lynn 
and the adjacent Merrimac Valley 
area have won their request for two 


Some 10,000 shoe man- 


successive weeks of paid vacation in 
July. 

A new 
agreed upon Jan. 4 by representa- 
tives of the AFL-CIO United Shoe 
Workers of America and 45 shoe 
factories. 

A strike had been threatened after 
the old two-year pact expired Dec. 
31. Most workers lost one day of 
work while ratifying the pact 

The workers also gained a 5¢-an- 
hour wage increase effective Jan. 1, 
1961. In addition, starting in 1962, 
3¢ an hour will added to the 
workers’ pension fund. 

Improvements in hospitalization 
benefits were another provision 


two-year contract was 


be 


® Chatham Shoe Co., a Savannah, 
Ga., wholesaler, is going out of busi- 
ness after 32 years. J. D. Zarem, 
vice-president and manager, said 
the company—founded by his father, 
Harry A.—will be liquidated. Mr. 
Zarem said he might accept offers to 
enter business in some other area. 
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Field Sees No Gain in Output 


NESLA’s executive vice-president 
says 1961 production will total 
about 600 million pairs but re- 
tail shoe sales will rise to an all- 
time high. 


THE New Year forecast of Max- 
well Field, executive vice-president 
of the New England Shoe and Leath- 
er Assn., offers far greater promise 
for the retailer than for the man- 
ufacturer. 

In 1961, Mr. Field predicts, shoe 
output will total 600 million pairs. 
slightly below the 1960 total now es- 
timated at 600-605 
million pairs and 
far under 1959's 
record production 
of million § 
pairs. 

jut the NESLA 
executive says re- 


638 


tail shoe sales vol- 
in- 
crease from an es- 
timated $4.5 bil- 
lion in 1960 to $4.7 
billion, a new all-time high. 


ume should 


MAXWELL FIELD 


“Uncertain at Best’—‘“The out- 
look for the shoe industry in 1961 
is uncertain at Mr. Field 
contends, “due to the fact that the 
national economy is in a recession- 
ary period, the extent and magni- 
tude of which is unknown.” Mild 
recession marked the second half 
of 1960, he points out, and the trend 
is expected to last through the 
first half of 1961 if not longer. 

In the first 10 months of 1960, 
shoe output declined 6.4 per cent 
from 1959 levels, according to Cen- 
sus Bureau figures. This drop, Mr. 
Field says, was greater than the 
sharpest cumulative decline (6 per 
cent) for any period of the 1957-58 
recession. 


best,” 


“Shoes Should Lead Recovery” 
“The duration and severity of the 
current recessionary period will in- 
fluence, in turn, the production rate 
in the shoe industry in 1961,” Mr. 
Field says. But he adds a promising 
note: “Actually the shoe industry 
should lead the nation in the re- 


covery movement. It is a truism 
to the writer that the shoe indus- 
try’s volume always forecasts the 
nation’s future economic trends.” 

tetail and wholesale shoe stocks 
are below normal, and merchants 
will replenish them in 1961 as busi- 
ness sentiment improves. This 
situation, coupled with increasing 
population and a growing number 
of retail outlets, will serve to main- 
tain production at about 1960 levels, 
Mr. Field feels. 


Retail Stimuli—For his predic- 
tion of higher retail shoe sales, 
NESLA’s executive vice-president 
offers two explanations: 

© “First and most important is 
the fact that the number of retail 
shoe outlets is expected to expand 
by 4 to 5 per cent next year—a rate 
of growth that has been maintained 
for the past five years. Volume dis- 
tributors, especially shoe chains, 
have led in this expansion program, 
with numerous shoe outlets being 
opened in downtown locations and 
in shopping centers, roadside stores 
and self-service junior department 
stores. 

@ “Second, shoe imports increas- 
ed at an alarming rate during 1960. 
The net loss in shoe production 
totals of 35 million pairs this year 
can attributed almost wholly 
to retail sales of foreign footwear! 
Total footwear imports, including 
rubber types, reached 102 million 
pairs during the first nine months 
of 1960—a gain of 95 per cent.” 


be 


New England Outlook—For his 
own region, Mr. Field predicts total 
1961 output of 207 million pairs, 
based on the current ratio of 34.5 
per cent of the industry’s total pro- 
duction. This compares with a 1960 
estimate of 205 million pairs. 

New England’s shoe industry can 
expect a stable level of employ- 
ment and earnings, Mr. Field adds. 

One final forecast for 1961: “The 
outlook for the leather industry is 
favorable, except perhaps for sole 
leathers, to continue at current 
levels in both production and 
exports.” 
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Atlanta Department Store Finds: 


Vending Machines Move Slippers 


ATLANTA — Push-button shop- 
ping for some types of footwear has 
entered the retail scene. Foldable, 
packable, travel-type slippers were 
best sellers when Rich’s in Atlanta, 
largest department store in the 
South, began vending a wide variety 
of merchandise by automatic vend- 
ing machines in December. 

Rich’s bank of six unique mer- 
chandisers was the first commer- 
cial installation of Universal Match 
Corp.’s new 36-item automatic mer- 
chandiser which accepts $1 and $5 
bills as well as coins. 

Varied Merchandise—In addition 
to travel slippers or scuffs, the units 
at Rich’s provide women’s hosiery, 
panties, gloves, cosmetics and cos- 
tume jewelry. Also included are 
men’s stretch socks, hosiery, hand- 
kerchiefs, billfolds, cuff links, 
shirts, infants’ underwear, and a 
selection of gift items for men, 
women, and children. The array of 
merchandise covered a wide price 
range within the machine’s price 
potential of 1¢ to $9. 

First to Accept Paper—The Uni- 


versal Match merchandiser is the 


first automatic vending machine 
ever produced which handles paper 
money. Initial public test of the 
unit was at Macy’s in New York six 
months ago. 

The merchandiser accepts mone) 
in any combination of $ls, $5s and 
coins up to $9, electronically identi- 
fies and validates the currency, re- 
jects counterfeits and foreign cur- 
rency, and genuine 
bills of other than $1 or $5 denomi- 
nations. 


also refuses 


Ward Tries the Machines—Mont- 
gomery Ward and Co. has put three 
of the merchandisers into operation 
at separate locations, according to 
John L. Wilson, president of Uni- 
versal Match Corp., St. Louis. 

“This is the beginning of our in- 
tensive market testing of this new 
machine under actual shopping con- 
ditions in selected locations,” Mr. 
Wilson said. “We have every confi- 
dence that it also is the beginning 
of a great new era of push-button 
shopping opened by development of 
the electronic device that identifies 
and authenticates paper money of 
more than one denomination.” 


Vitality Is Key to Business Success: Jarman 


NEW YORK—‘“People like to go 
into a store that’s alive—that has a 
heart throb to it—that has a feeling 


of movement. Furthermore, it is a 
lot more interesting place to work.” 
So said W. Maxey Jarman, board 
chairman of Genesco, Inc., in dis- 
cussing the importance of vitality in 
business management. He spoke Jan. 
9 at the National Retail Merchants 
Assn.’s 50th anniversary convention 
in the Hotel Statler Hilton. 
“Vitality is more than good mo- 
rale,”’ Mr. Jarman said. “It’s more 
than progressiveness and drive. Per- 
haps it’s a combination of these fac- 
tors with others, that makes up this 
great force in a strong successful 
business.” Vitality, he said, makes 
the difference between a good busi- 
ness and an indifferent one. 
Genesco’s chairman listed 
personal attitudes which he said are 


seven 


20 


important to vitality in business: 

© Progress is always possible by 
working on those things that are un 
der your control. 

® When things go wrong, it’s fa 
better to look within your own op- 
eration for an answer rather than 
rationalizing the situation by looking 
for some outside element. 

© There are always untapped re- 
sources in the people who are unde1 
your supervision. 

® It’s good to watch for things to 
praise in other people. 

© A vital businessman is ready to 
take some risks rather than simply 
playing it safe. 

® In a vital business there is no 
such thing as status quo. Experimen- 
tation is essential. 

® Considering yourself the 
team is perhaps the greatest force in 
vitality. 


on 


Total Output for 1960 
Near 602 Million Prs. 


FOR the second time in its his- 
tory, the industry apparently topped 
the 600-million-pair mark in 1960 
but barely. 

Probable total output for the year: 
about 602.7 million pairs. This fig- 
ure is based on Census Bureau totals 
for January through November, plus 
the National Shoe Manufacturers 
Assn.’s estimate for December. The 
1960 total is 5% per cent below 1959 
production of 638.2 million pairs. 

NSMA estimated December output 
at 46.9 million pairs, on the basis of 
advance schedules from manufactur- 
ers. This compares with December 
‘59 production of 48.8 million pairs 

The Census Bureau put November 
output at 45.7 million pairs, a de- 
crease of 1.7 per cent from the 46.5 
million pairs for November 1959. 

Men's dress and play shoes output 
in November was estimated at 6.1 
million pairs, the same as in Novem- 
ber ‘59. Women’s work 
13.6 
million pairs, an increase of 1 per 
cent over the 13.4 million pairs for 
November 1959. 


dress and 


production amounted to 


shoe 


The average factory value of shoes 
shipped in November was estimated 
at $3.72 per pair. This average, for 
the first time in 1960, was under the 
comparable 1959 ratio 


Shoe Workers in Mass. 


Get Highest Average Rate 

BOSTON — Massachusetts shoe 
manufacturing workers are earning 
a higher average hourly rate than 
those in any other shoemaking state 
That’s the finding of the New En- 
Assn. after 
an analysis of U. S. Bureau of Labor 
Statistics data. 

The Massachusetts 
age is $1.83—37.6 per cent greater 
than the comparable rate in Mary- 
land, $1.33. 

Average earnings per hour’ in 
other states listed: New York, $1.71; 
Wisconsin, $1.67; New Hampshire, 
$1.65; Maine, $1.60; Ohio, $1.59; 
$1.58; Indiana, $1.51; Mis- 
Pennsylvania (includ- 

stock 
Maryland, 


gland Shoe and Leather 


hourly aver- 


Illinois, 
souri, $1.47; 
ing 
findings 
$1.33. 


and shoe cut and 


$1.44, 


boot 


and 
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LEVOR'S [brasil 


Promoted in top fashion | | 





shoes, winning customer 
delight. Unmatched by 
any other leather for 
elegance and softness. 


Original, aniline colors. 





LVOR 


leathers 
Everywhere in Fashion — 
Shoes, Handbags, Garments, Gloves 





G. LEVOR B(O., INC. GLOVERSVILLE, WY 
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Confidence 


You can’t buy it. It comes from experience. 
Climbing the monkey bars or climbing the 
business ladder, it takes confidence. 

And 7,892 Wellco retailers have discovered 
they have a firmer grip on the market with 


Wellco Foamtread slippers. They know from 
long experience that Wellco always helps keep 
their sales up, never lets them down. Result: 
A very friendly and mutually profitable 
relationship. Based, of course, on confidence. 


= es © 


© 
you can be confident of growth with Wi &. i i < <> 


Foamtread’* Slippers 


©1960 WELLCO SHOE CORPORATION, WAYNESVILLE, N.C. 1 Canada, Foamtread Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont 
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If you SELL (or MAKE) FOOTWEAR 
. . +» you should read this BOOKLET! 


Extra Selling 
Advantages 
of the 


MERLIN 
Process 


You'll spend less time at the fitting stool . . . count more satisfied customers when you sell 
MERLIN-processed footwear. An improved high-pressure molding process, MERLIN is one 
of the greatest advances in the shoe industry today. Just look at all these important footwear “extras”: 


BETTER FIT because, unlike other footwear types, a MERLIN-made shoe is an 
it 


exact reproduction of the last 
BETTER SHAPE RETENTION because exactly molded to an accurate last 
WATER-RESISTANT because soles and heels form a continuous water-proof unit 


with the upper. And when the upper, too, is water-resistant, you have the best 


weather-tite footwear made 


LONGER WEAR because the massive seamless attachment includes the entire shoe 
bottom. AND additional soling material replacing the cork filler 


means fwice the wearing surface! 


MOST FLEXIBLE because sewing rib and resin stiffeners are eliminated; shoes are 


especially flexible. No “breaking in” needed 


TIP: Ideal footwear for the fast-growing children’s and teen markets! 


Get the FACTS... TODAY! 


FP O22 BOOS SE OSS S COE EE SESS SSASSSSSASSSSSSSSSSESSSSSSSSSSSSSS SSS SSS sss = | 


Mail this coupon AT ONCE! 
c.i.C. MACHINERY, INC. 


UL’. §. Dastributors of Articor Leatherboard 


NAME 
FIRM 
610 Atlantic Ave., Boston, Mass., U.S.A. ADDRESS 


RUSH my FREE booklet! 


CITY ZONE STATE 


Feees eee er anee 
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SPARTAN SUBURBAN 
7394 — Sand 

7992 — Olive Brown 

7380 — Brown 

Fether-Foam Se and Heel 
In stock: At 





Suburbans 


werran sonore gre The Quality Casuals 


7978 — Sand 

7376 — Olive Brown 
Fether-Foam Sole and Heel 
In stock: A to E 


Get your next customer to try on 
a pair of Suburbans, the Quality 
Casuals. Watch his look of interest 
as he contrasts the full-bodied “lift” 
of Suburban comfort with the too 
soft, tiring casuals he has at home. 


Lunging forward in sales... 
get your share of this *J4” 
Quality Casual Business! 


EVGSCRION 


DIVISION OF 


Nunn-Bush Shoe Co. 


MILWAUKEE 1, WISCONSIN 
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SPARTAN SUBURBAN 
7995 — Biack 

Fether-Foam Sole and Heel 
Removable Steel Caiks 

In stock: A to E 


SPARTAN SUBURBAN 
79862 — Sand 

79860 — Brown 

Fether-Foam Sole and Heel 
in stock: A to E 








Make no mistake in judging the real 
desires of your customers. They want 
soft, casual comfort — yes — but they 
also want smartness with “staying 
power”... and untiring, buoyant 
support. And they gladly pay for such 
quality to get it! 


Suburbans are the retailers’ biggest 
“second pair’ opportunity since man 
discovered the art of casual, buoy- 
ant living! 


to retail at 


14° 


SPARTAN SUBURBAN 
7988 — Sand 

7986 — Olive Brown 

7984 — Brown 
Fether-Foam Sole and Hee! 
In stock: A to E 
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Hytronic’ machines win operators and 
management with ease of operation, quality 
cutting, savings that pay for equipment! 


““Model A Hytronic Cutting Machines have elimi- 
nated all loss of stock leather due to jumping while re- 
ducing our new die costs by 20% . . . reduced operator 
fatigue considerably while maintaining our production 
at its consistently high rate.”’ So reports Gilbert Forrand, 
Cutting Room Foreman, E. T. Wright & Co., Inc., 
Rockland, Mass. “There is also a definite increase in 
production per operator. 

“We can now use open dies rather than more expen- 
sive reinforced dies for cutting the choice upper leather 
and linings used in Wright Arch Preserver shoes. These 
savings have more than paid for the increased costs of 
the new machines. Hytronic cutters automatically com- 
pensate for height differences, cut with equal precision 
regardless of the variation between dies.”’ 

Plant Superintendent Edward Bernier puts it this 
way: “We have virtually defeated fatigue caused by vi- 
bration and clicker noise. This is supported by the ease 
with which we have induced a positive attitude in the 
operators toward the change-over. The operators and 
management quickly found that the Hytronic cutters 


were mutually beneficial.”" To get savings that 
pay for equipment, phone the nearest United 
Office for a trial today. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


4 
Says operator John J. Hannatfin, “With the Hytronic | can produce 
as much as Ii did on the old clickers with less effort and | turn outa 
better quality product because nore time to choose the best 
leather = 
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.and without any sales help!! That's the power of a Trimfit self-service merchandiser. Now, 
the whole family can be served from one display. Get your display for more profit at less cost. 


TRIMFIT, Empire State Bidg., N.Y.C.1/Showroom: 112 West 34th ST., N.Y.C. 1, Suite 920 
Los Angeles /San Francisco/ Dallas /Chicago/Washington, D. C./ Philadelphia/Boston/ Toronto 
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Use this coupon for your free catalog. 
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by JOHN REILLY 


Editorial 





Miade in U. 8. A. 


HE outflow of gold and the threat to the dollar 

place the obligation for a thorough review of 

the Reciprocal Trade Agreement Act squarely 
before the 87th Congress. 

The critical condition in which the government 
finds its foreign account will advance the cause of 
import relief for American industry, speeding up, we 
hope, a complete revision of this 27 year old anach- 
ronism., 


The Time Table Advanced 

Champions of reciprocal trade reform have antici- 
pated a long, hard battle, possibly one of several 
vears’ duration. But the precarious position of the 
dollar will advance the time table. 

The sudden and drastic executive directives of No- 
vember 17 last, issued to overseas agencies, to “buy 
American” and to return the families of servicemen, 
came as a shock to most of us. Many realized for the 
first time that through our foreign aid we had built 
a Frankenstein in European and Japanese technol- 
ogies and that an antiquated trade policy had enabled 
foreign countries to capture large portions of many 
of our markets and to annihilate several of our 
industries. 

A favorable balance of exports had led the country 
to believe that all was well. Few realized that these 
building the technologies of foreign 
countries and equipping them to compete advantage- 


exports were 


ously in our domestic and world markets. 


The Effect of the Slump 


Although National Shoe Manufacturers’ 
tion, Inc., has for several years been waging a cam- 
paign for an orderly import program, it took a sharp 
slump in 1960 production to make many shoemen 
import-conscious and to get them talking about it. 
We've heard more about it in the last several weeks 
from readers than we had heard in a year or more. 
If relief is not forthcoming, the year ahead, we think, 
will make still more of them aware of this serious 
threat to the industry. 

NSMA estimates imports of “Leather and Substi- 
tute” shoes in 1961 will be 37 million pairs with a 
dollar value of 74 millions, an increase of 32 per cent 
over 1960. It estimates that “Rubber—Canvas Only” 
imports for the year will be 50 million pairs with a 
dollar value of 60 millions, an increase of 67 per cent 
in pairs and 71 per cent in dollars over 1960. 

Improved quality and design of foreign shoes and 


Associa- 
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stepped up selling by importers will expand Ameri- 
can markets for imported shoes until something is 
done about the situation. 

We have pointed out in the past that retailers, labor 
and consumers al! have a stake in this import situa- 
tion. Retailers have been very slow to recognize this 
fact. Many have actively promoted imports more 
strongly than they have American made goods. 

A current release from Montgomery Ward points 
out that their 1961 catalog features “imports from 
20 nations.” 

Except for those in communities which have been 
hard hit by unemployment brought about by imports, 
shoe retailers generally show little interest in the 
import situation. 

“Buy American” may corny, yet a “Buy 
American” campaign could be a very strategic instru- 
ment at this time. If it sprang from the grass roots and 
had the backing of American labor it could have a 
telling effect on Congress when discussions of the 
Reciprocal Trade Agreements Act come up. 

A letter to this page asks a very good question, 
“Why don’t we mark our shoes ‘Made in U. S. A.’?” 
The letter points out that imported shoes are proudly 
marked “Made in Italy, or France or England.” In 
foreign markets, the “Made in U. S. A.” label is the 
hallmark of quality. Here, our quality is taken for 
granted. 


sound 


Why Americans Buy Imports 

Imports are bought by Americans for several rea- 
The first is price, the second is style and the 
third is a certain snob appeal. The price of cheap 
imports is so low that even our high productivity 
makes it impossible to compete with them. Only 
higher tariffs or quotas or a better standard of living 
for more Americans will keep cheap imports in check. 
In the areas of style and snob appeal, imports are 
more vulnerable. The answer to the former is more 
creativity in our styling. And this problem goes 
deeper than just imports. The answer to the latter 
is more intensive and imaginative promotion of the 
American Quality image. 

The automotive industry had to face up to this 
problem of styling and snob appeal of imports. They 
learned their lesson. Once the lesson had _ been 
learned, American technology and its genius for pro- 
motion enabled the industry to turn the compact car, 
once its greatest competition, into one of its strongest 
assets. What the automotive industry has done shoes 
can do! 


sons. 





INTRODUCING A NEW LINE... 


Heydays L/GHTWE/GHT 

construction was perfected and a 
patent applied for on May 5, 1951. 
it is entirely different from the 
regular Heydays construction,per- 
fect for lighter and unlined shoes 


The features of these ALL NEW Lightweights are: 


@ Upper stock of newly developed unlined leather. 
@ A longer and more pointed last. 

@ Thin and close edges on the soles. 

@ Leather and treated fabric sock lining. 

@ A foam cushion under entire foot. 


@ The lightest, softest, most flexible shoes yet. 


These things PLUS the greatest name for fit — comfort — wear 
in the shoe industry. 


SHOES, INC. 
2032 LOCUST STREET e ST. LOUIS 3, MISSOURI 
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OLCe of the 


“Jacqueline Kennedy, the new First 
Lady, is the finest thing that style and 
fashion people have added to their 
equation in many years,” says MIL- 
TON FRANK, president of the Wohl 
Shoe Company in St. Louis. “Her stint 
in the White House will sell fashion, 
they say ... and with it shoes. 

“We here at Wohl are most fortunate 
in having ‘Jacqueline’ as one of our 
major brands. Now, all we need hope 
for is that the next president's wife will 


be named Connie.” 
. — . 


“Sizing up properly,” is one of the im- 
portant considerations facing the re- 
tailer in 1961, according to BOB 
MORELAND, manager of The Shoe 
Tree on Lido Isle in the Balboa Bay 
area of greater Los Angeles. “It used 
to be,” he 
through a markdown sales table, you 


says, “that if you looked 


found only very small sizes and big 
But those 
This is 


now the middle of the size line. Maybe 


ones from eight on up. 


eights aren't there any more. 


it’s because everyone goes barefooted 


down here all year long; but even teen- 


agers’ feet are getting bigger every 
year. Sizes 8%, 9 and even 9% are 
important sizes for me. If you look 
over the sales tables in this area to- 
day you'll find lots of 6’s and 6%’s 
being given away. They're too small 
even for sub-teens. And the poor re- 
tailer got caught with them because 
he hadn't realized the tremendous size 
shift in the last couple of years.” 
* * * 

“We've built our business on proper 
says JOHN QUINLAN, shoe 
for C. E. Chappell & Sons’ 


New y ork 


fitting,” 
buyer 
three stores in (Syracuse 
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Trac le 


and Albany). “While self-service is 
logical for certain kinds of shoe opera- 
tions, it isn’t for us,” he continues. 
“We sell high-grade shoes and our 
sales people have to be trained in the 
techniques of proper shoe fitting. Our 
customers expect it.” 
* * * 

“Dynamic promotion of a single color 
has its good and bad points. Recently, 
color emphasis has been on purple,” 
BARNEY JOSEPH of Enzel 


Shoes in Philadelphia, Pa. “Many cus- 


says 
tomers who would never before buy 
any shade of purple in apparel, have 
been caught up in the wave of purple 
popularity and are demanding the 
purple look from head to toes. 
“All this brings shoes into the lime- 
light. Makes them conversational, im- 
portant, noticed and purchased as a 
first shoe by women who wouldn't even 
be thinking of buying shoes at the 
moment. 
“Purple, or any such publicized color, 
should be considered in the class to 
which it belongs, e.g., a novelty shoe. 
These are shoes that women purchase 
mainly on impulse and because of 
high style excitement of color.” 

& * * 
“At present, women’s shoe sizes seem 
to be ranging upward,” says L. L. 


NAGLER, 


Schulein’s in 


and manager of 
Spokane, Wash. “We 
more of all styles in the 
that 
people have larger feet than they had 


owner 
must carry 
larger sizes. It appears many 
five or six years ago. It appears to be 
a never-ending problem to supply these 
larger shoes in fashion footwear. 

“The challenge to the high style shoe 
merchandiser is to provide customers 
with the fashions of the day so that 
they may keep up their shoe ward- 
robes. The trick is for the shoe store 
manager to select the proper fashion 


trends. s “««& 


“Our biggest problem is to keep ou 
stock in balance, in view of the chang- 
ing styles in men’s shoes,” says A. I. 
CLOUSE, manager of Clouse & Stone 


BOOT annSHOE 
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Oklahoma 


styles 


Shoe Company in City, 


Okla. “When 


rapidly,” he continues, “it creates ‘left 


change too 


overs.’ The best solution of this prob- 
lem, that we have found, is to place a 
good P.M. on styles that seem to lag, 
in order to move them out before 
they become obsolete. 

“| believe one of the biggest problems 
our industry faces, at the retail level, 
is that of getting young men to work 
at it. The 


interest in taking up retail selling as a 


six-day week dampens 
career. And, too, it often happens that 
by the time you do have a young man 
trained to do the job, he’s gone over 
to some other place where he is offered 
more money and a shorter work-week.” 


~ * x 


Neenah, Wis. 


merchants here may be small but they 


. some of the shoe 


sure are positive in their selling ap- 
DOROTHY ZAC- 


HOW, for instance. She is manager of 


proach! There’s 

Jon’s Shoes (for the family) but she 

the 
she 


concentrates on teenagers and 


young girls when orders shoes. 
“We advertise in the newspapers and 
over the radio,” she says, “but we feel 
our best advertising is in the high 
school annual year books of this and 
surrounding towns.” 

JOHN KUESTER, manager of Kues- 
ter’s Footwear, has built his business 
by assuring proper fitting in all chil- 
dren’s shoes. “I am convinced that 
eventually I will specialize in correc- 
tive type shoes,” he says. 

Getting rid of odds and ends and start- 
ing each season with fresh new mer- 


chandise, is the successful approach 
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used by MRS. BESS MEYER, manager 
of Meyer's Booterie. “Even if we didn’t 
advertise at all, we would do well in 
our semi-annual shoe sales,” she says. 
“Two weeks prior to the sale, our 
Folks 


from miles around call to find out 


telephones really start ‘jumping.’ 


when the sale staris.” 


2 2 e 


Speaking of signs: There’s a big one 
outside of the Bohl and Maeser Shoe 
Store in Appleton, Wis., that is chanz- 
ed every week to tie in with the 
season, the civic activities, the various 
drives. This time of the year, it doesn’t 
change much. It reads: “Let it storm. 
Be snug and warm... in our boots.” 
This friendly 47-year old family shoe 
continually increased 


store enjoys 


sales. 

= ~ > 
“There is no magic formula for sue- 
cessfully going into business,” says 
SAUL MASLOW, sales manager of the 
Dr. Posner Shoe Co., manufacturers 
of children’s shoes since 1888. “How- 
ever, if an individual is earnestly de- 
termined, competitive and reasonably 
financed,” he continues. “such an in- 
dividual can definitely locate a store 
with good potential. And the children’s 
shoe field is one w hich offers exc ellent 
growth opportunities. 
“Shopping centers are looking for a 
proportion of independents in order to 
give the centers personality. 
“The growth of shopping centers has 
not killed neighborhood areas. Those 
sections that have significant reason- 
for-being, after a temporary setback 
by the new shopping center competi- 
tion, will come back stronger than 
ever. 
“Today's real estate interests are a 
long way from writing off our down- 
town locations. Admittedly, there is a 
need for modernizing the neighbor- 
hoods and downtown areas and these 
locations have many lessons to learn 
from the shopping centers in terms of 
cooperative efforts to draw their cus- 
tomers. However, the very considera- 
tions that caused them to grow. orig- 
inally, tend to make them strong com- 
petitors for retail business today. 
“There is no question that we are fac- 
ing the greatest change in retailing 
that this country has ever experienced. 
It is in such a period of change that 


opportunities arise.” 
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Profile .... 


by ESTELLE G. ANDERSON 





A. E., W.C, D. F.... FELTS 


Y their call letters you shall know them: A.E., W.C., D.F. These are 
the three Felts brothers of Oklahoma. They have been in the shoe 
business since 1935, when A. E. bought a one-third interest in a very 

small store in Siloam Springs, Ark., that featured new shoes, worn shoes and 
shoe repairing. Four years later, W. C. opened his first store in Tahlequah, 
Okla. 

Ever since 1939, the Felts brothers have expanded their operations, indi- 
vidually and jointly, until, at the present time, there are twenty-two retail 
units, one wholesale warehouse, a central business office and a training center. 
All of the units are family type shoe stores and they are located in Arkansas, 
Oklahoma and Texas. Some are in metropolitan areas (shopping centers, 
etc.) but most of them are in rural towns with from five to thirty-five 
thousand population. 

These stores specialize in popular pri ed shoes, eighty per cent of which 
are purchased from divisions of International Shoe Company of St. Louis, 
Mo. The remaining twenty per cent are make-up shoes, from resources that 
vary from time to time. W. C., who does most of the buying, attends the ma- 
jor shoe shows in Chicago, New York. Boston, Dallas. 

A cue to the efficiency of women in business comes from Mrs. A. E. and 
Mrs. W. C. They operated the two stores while their husbands were in the 
Armed Services during World War II. At the present time, five of the retail 
stores are managed by women and several other women are employed in the 
sales staff. These women have proved to be alert, efficient, knowledgeable; 
and some of them are among the best sales people of the organization. There 
are approximately seventy-five full time employes and, of course, many part- 
time helpers. 

Responsibility for overseeing all areas of operation is shared jointly by 
A. E. and W. C., along with supervision by three district managers. Special 
consideration is given to advertising and promotion, personnel, leasing and 
expansion by A. E., while W. C. 


chandising and office management. 


concentrates on buying, warehousing. mer- 


and W. C. What about D. F.? 


(Doil Felts.) How does he fit into this triumverate? He arrived in the shoe 


All references thus far have been to A. E. 
phase via the pastoral ministry; and, as he says: “Actually, my prejudice 
TOWARD the church is just as lively as ever.” He'll doubtless get back to it. 
In the meantime, for the past two years, he has been working for his 
two brothers on an assignment that is unique to the company, and pos- 
initiated and directs an extensive 

(CONTINUED ON PAGE 42) 


sibly to the industry. too. He has 
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Town Wear High Stepper 


Star quality in design plays a leading role in this 


high on the instep example of the slim trim foot- 
Definitely for town. 


wear look for men 
from the smooth topline of 


this 
inbroken taper of the toe. An 
sleeve gore a¢ 


double row stitch detail. 


Follow the eye 


high riser to the 
added refinement is the concealed 
cented with 
ither 


Bostonians (Commonwealth Shoe & Le: 


crafts this sleek slipon in 
calf, on a last whose moderate point is 
lightweight, close edge construction. 


a supple matte 





Sell a 
White Shoe 


Wardrobe 


OW will you handle your 
white shoe business this 
year? Is a white shoe—or 

a white shoe with color—just one 
of a group with nothing special about 
it? Just another white shoe? If 
that is how you look at your white 
shoe business, you are losing a 
chance to make this selling period 
a record business getter. 

Let’s look at your white season 
this way. Here is the month of May, 
—one of the most beautiful months 
of the year—a month to encourage 
women to go to the stores. Here is 
everything in nature putting on 
fresh new garments and women 
feeling the urge to do the same. 
And here are some of the most 
beautifully styled white shoes that 
have been seen for many a year. 
In fact, these are probably the most 
interestingly and attractively de- 
signed white shoes that have ever 
been on the market. And here, also, 
are white shoes of every kind, suit- 
able for wear with every kind of 
late spring and summer costume. 

What is your job in promoting 
them? First of all, I'd say, look at 
them with fresh eyes. Think of them 
on women’s feet—real women in 
your family circle and acquaintance. 
Think which shoe they would like 
to wear early in May; then later in 
May and then in early June. What 
they would like depends, of course, 
on where they will be and what 
they will be wearing at these times. 

Spectators and any tailored types 
are the most logical first white shoes 
that women want. Early selling of 
these will be for the suburban dwel- 
ler. She can begin to wear light 
clothes earlier. They can be for 
travelers, too, who are taking trips 
to the nearer south or cruises to 
warmer waters. All these women 


Top to bottom: Dressy, open shank 
spectator, Delmanettes; Little heel spec- 
tator in reptiles, Margaret Jerrold; New 
styling in low stacked heel, tailored 
pump, Troylings; Two-tone thong-laced 
flat, Cardone & Baker. 
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Dawn 


to Dark .... 


This will be a year for white. 
Shoes in all-white and white 
with color are in the market. 
Types range from flat to me- 
dium to stacked to high heels. 


by ELEANOR M. RUTTY 
Drawings by ELLY NORDEN 


can be targets for your first white 
shoe promotions. Remember, too, 
the far-sighted women who do their 
white shoe shopping early. There 
are some such and they should be 
encouraged. 

Coming into later May and the 
first light summer clothes, why not 
put your daintier, dressier white 
shoes in your promotions? Continue 
to show and promote spectators, 
of course, but start offering these 
more summer-y types for the warmer 
days. Women who bought spectators 
earlier will be ready for this addi- 
tional pair and so will women who 
are now buying their first spectators. 

Let us add right here that, of 
course, retailers in different parts of 
the country will work out their own 
time schedules for their white shoe 
selling season. The main point is 
to recognize that there are several 
distinct groups of white shoes— 
and, of course, white with color— 
that can be promoted for different 
kinds of clothes and different times 
of day and that each group can be 
the subject of a different promotion. 
As you reach the height of the white 
shoe season, why not promote shoes 
in all the categories as a “white 
shoe wardrobe” and show a fashion 
sketch of a costume for each group 
or type? 


Top to bottom; Fine perforations, lilac 
lacing on dressy daytime pump, Dori; 
Embroidered eyelet pump, Town & 
Country; New square toe wall last spec- 
tator, Palter DeLiso; Golden wheat em- 
broidered pump, Geller. 
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What's in a Shoe and How to Sell It 





The Prewelt, Nailed, and 


N this article we'll discuss three 
other important shoemaking 
processes: the Prewelt, the Turn 

and the Nailed. None of these ac- 
count for any substantial share of 
shoes produced today. However, 
each has played a significant role in 
the evolution of modern shoemak- 
ing. 


The Prewelt 

The Prewelt had its origin some- 
where over the past half century. 
It continues in use today, though to 
a limited degree, chiefly in slippers, 
infants’ and children’s shoes, and in 
some misses’ shoes. It’s a relatively 
simple and inexpensive way of mak- 
ing a sound, flexible shoe. 

By this construction a strip of 
welting is stitched to the outer edge 
of the upper before the upper is 
formed on the last. This gives the 
process its name; that is, the shoe 
is “pre-welted”—welted before last- 
ing. 

There are two methods of making 
Prewelts. One uses an insole, and 
the other doesn’t. 

In the method where an insole 
isn’t used (called a single-sole Pre- 
welt), a layer unit of sheet cork, 
died out in the shape of an insole, 
but slightly smaller, forms the base. 
Then an outsole is cemented to this. 
A socklining covers the cork layer 
in the finished shoe. 

Where an insole is used, a sand- 
wich is formed, consisting of insole, 
sheet cork filler, and outsole. The 


PREWELT SHOE 


welting has been stitched to the 
outer edge of the lasting margin. 
This combined welting and upper 
(the lasting margin that comes 
under the edge of the shoe), cups 
under the edge of the insole. The 
edge of this upper and welting abut 
precisely against the edge of the 
cork filler, the middle layer. The out- 
sole is then Goodyear lockstitched to 
the extended edge of the welt around 
the rim of the shoe. 

The most important thing about 
the Prewelt process is the exacting 
precision required in the patterns. 
The lasting margin that comes under 
the edge of the shoe, especially 
around the waist and instep, must 
abut perfectly with the edge of the 
sheet cork filler. 


Simple Patterns 


When lasted, the leather is pulled 
over to a pre-determined position. If 
not, then unsightly wrinkles 
show in these areas, affecting fit and 
appearance of the shoe. But if pat- 
terns are accurate and the upper 
parts precisely cut, and stitched to- 
gether, then it becomes good, eco- 
nomical shoemaking. Incidentally, 
because of the precise pattern fitting 
required, it’s the one important rea- 
son why most Prewelts are found in 
basic styling on uncomplicated pat- 
terns—such as in slippers, infants’ 
and children’s basic styles. 

The end result is a lightweight, 
very flexible shoe of sound construc- 
tion and modest price. 


TURN SHOE 


can 


verte 


Illustrations Courtesy 


The 
This is one of the oldest and finest 
methods of shoemaking ever devised. 
It dates back at least 2,000 years. 
Up until about 35 years ago it was 
still one of the most popular types 
of shoe constructions. Today, only 
a tiny percentage of shoes are made 
by this method—some fine slippers, 
pumps and specialized footwear. 
The Turn Shoe, regarded by many 
as the epitome of fine, artistic 
craftsmanship, faded out for several! 


Turn Shoe 


reasons: it was not adaptable to 
more complex styling requirements; 
the perfection required in upper pat- 
terns, especially on more detailed 
styling; the high cost of the exten- 
hand work and the 
lack of highly skilled craftsmen to 
do this complicated work. 

We're discussing the Turn shoe 
briefly here, its near ex- 
tinction, because it still stands as 
one of the true “classics” in shoe 
making throughout all history. 

The unique feature about 
this process is that the shoe is first 
made and later in the 
procedure is “turned” right side out. 


Also, no insole is used in the Turn 


sive required; 


despite 


most 


inside out, 


shoe. 

Now, it can immediately be rec- 
ognized that to turn a shoe inside 
out requires the most flexible, pli- 
able and resilient types of materials, 
including the outsole. 

Because no insole is used, the out- 
sole plays an extremely important 


NAILED SHOE 


mi0sort 


United Shoe Machinery Corp 
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Turn Shoe Processes... 


None of these processes are of much importance today but they were 
widely used in the past and thus have historical interest. The Turn 


process produced some of the finest shoes ever made. 


role. Only a fine grade of leather 
sole is used, about 9 iron in thick- 
little over one-fifth of an 
inch thickness). A little “shelf” is 
cut out of the edge of this sole. Then, 
a little further into the margin of 
the sole, an angulated slit is cut—a 
slanted “channel.” The edge of this 
channel is lifted and the flap turned 
back a bit. This flapped-back edge 
is called the channel “leaf.”” Then a 
curved needle goes into this opening, 
the thread going through the upper 
and the “shelved” edge of the sole. 
And so the sole and upper are sewn 
together. The edge of the channel or 
leaf is cemented back to the flat 
position, covering up the seam. Thus 
the stitch is “buried” securely and 
invisibly inside the shoe. 

Now, all this has been done with 
the shoe turned inside out. The 
upper is on the last, temporarily 
tacked to the last to secure it while 
the unique outsole and sewing proc- 
ess is performed. When this job has 
been done, the shoe is taken off the 
last and the shoe is turned right 
side out. The slab of shank is then 
inserted. The last is replaced in the 
shoe for the heeling and finishing 
operations. 

The outsole itself is thoroughly 
“mulled” or wetted to make the 

(CONTINUED ON PAGE 50) 


ness (a 


The construction of a Turn Shoe: 


1. Sole blank. Rounded sole and ap- 
pearance of sole after the shoulder and 
channel have been cut on the flesh side 
and heel flap cut on the grain side. 


2. Last and outsole and assembly of 
the two, showing the sole tacked to the 
last the flesh side out. 


3. Assembly of upper and sole, show- 
ing the upper going onto the last inside 
out. Appearance of shoe after “pulling 
over.” 


4. Appearance of shoe after lasting 
all around with upstanding tacks. Ap- 
pearance of shoe after Goodyear Turn 
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by WILLIAM A. ROSSI 
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sewing. Appearance of shoe after tack 
pulling, upper trimming and hand 
pounding. 


5. Appearance of shoe after with- 
drawing the last and partially turned. 
Turn shoe shank piece. Appearance of 


shoe right after it is completely turned. 
Appearance after turn shank piece is 
in place and just prior to relasting. 


6. Top view of shoe after relasting. 
Bottom view after relasting and level- 
seat for wood heel attaching. 
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lskcavas 


pige! 
heard 
about 
Armstrong 
HLEXELON 


(Aymstrong FLEXELON 


FLEXELON is Armstrong's new 
insole cushion — a blend of 
soft foamed rubber and cellulose 
fibers. It out-—performs 
cork—and—rubber materials yet 
costs no more to use. 


What's more, FLEXELON is... 


resilient: soft foamed rubber 
gives FLEXELON a springy 
resilience...and tough 
cellulose fibers make this 
resilience permanent. FLEXELON 
will not "bottom—out." 





flexible: wrap FLEXELON — in any 
gauge —— around a pencil, twist it, 
crush it...you can't make it 
wrinkle or crack. 


air-conditioned: thousands of tiny 





. pores in FLEXELON air-condition the 


foot and keep it comfortably cool. 


light: today's lightest shoes can be 
made even lighter with FLEXELON for 
it weighs exactly half as much as 
leading cork-and-rubber materials. 


Send for free samples: FLEXELON is 
available now in any size or thick- 
ness. Write direct to Armstrong for 
enough sample material to make your 
first trial run. Armstrong Cork 
Company, 7801 Delaware Avenue, 
Lancaster, Pa. 
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SALES TRAINING SERIES 





Closing the Sale* 


Do not become impatient if the customer is slow in making a decision. Shoes 
are not bought with the same confidence as other over-the-counter merchandise. 


HE closing should be made when the customer is 
least likely to resist buying. This can happen 
any time during the sale. 

There are certain procedures that you should follow 
in order to lead up to this closing and to speed it up. 
They are: 

1. As soon as a customer shows interest in a certain 
shoe, do not bring out any others. This will only tend 
to confuse her. 

2. While the customer concentrates on the shoes that 
she likes, remove all the others that she did not show 
any interest in. But do not make the customer feel 
that she is being rushed while you are taking the shoes 
away. Leave within reach all the shoes she showed 
some interest in. They might be the basis for the sale 
of a second or even a third pair. You should be obser- 
vant and know what shoes might please the customer in 
addition to those she is about to buy. A clean sweep of 
all the shoes might antagonize her and there is always 


"Previous articles on closing the sale appeared in the 
Recorder for August 15 and November 15. 
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by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N. R. M. A. 


the chance that she might be interested in some of the 
others. But never allow more than two pairs, besides 
the ones being shown, to remain in view on the floor. 

3. Repeat the reasons why she should buy the shoes, 
presenting the advantages fully. The customer is prob- 
ably all set to say yes but likes reassurance so she will 
feel sure she is doing the right thing. 

4. Try the shoes on again to clinch all the arguments. 
Shoes always look better when they are tried on a sec- 
ond time. It will also lessen the chance of their being 
returned. 

The effect of these procedures will be reflected in the 
customer’s attitude, which should be a guide as to 
whether you should try to close the sale. The customer 
may come right out and tell you that she wants the 
shoes, or she may use other means to indicate what 
she intends to do. If she does not actually say that she 
is going to buy the shoes, she may do this by: 

1. The expression on her face. An accepting smile is 
always a good sign. (CONTINUED ON PAGE 42) 
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Closing the Sale 
(CONTINUED FROM PAGE 41) 

2. She can rise from her seat and 
make the proper gestures without 
saying a word. This silent agree- 
ment tells you that she wants the 
shoes. 

3. The way she handles the shoes. 
There is a difference in the 
way a customer handles shoes she 
likes and those she is not interested 
in. 

4. She may want to try the shoes 
on again “just to make sure.” 


great 


5. The customer may become con- 
cerned with a seemingly irrelevant 
point, such as how the shoes will 
clean or how they can be repaired. 
This kind of question is only made 
if the customer is interested in buy- 
ing the shoes. The right answer or 
any convincing statement can wind 
up the sale. 

There are times when these indi- 
cations are not given by the cus- 
tomer. Then a more direct proce- 
dure becomes especially 
must never dis- 
couraged at any time during the 
Your enthusiasm and desire to 
conclude the successfully will 
always keep you convinced that the 
customer is going to buy at least 
one pair. You can then proceed in 
the following direct ways to get a 
favorable decision: 


necessary, 
since you become 
sale. 


sale 


Direct Ways of Getting a Decision 


1. Come out with a direct ques- 
tion. “Do you wish the shoes wrap- 
ped?” Of course, this question will 
only be asked if you are sure that 
the customer will take the shoes. A 
direct question should never be 
asked if you are likely to get a 
negative answer. And a direct ques- 
ion should be asked only at a time 
when the customer won’t be caught 
off guard or feel she is being pres- 
sured. 

2. Give the customer a choice of 
action. “Will you wear them now?” 
This can put a finishing positive 
touch on any question that the cus- 
tomer may have in her mind. It 
can “shock” her into a favorable 
decision. 

3. Allow the customer to make a 
choice of alternatives. For exam- 
ple, if there is a question between 
two pairs of shoes, ask the customer 
which she likes the best. 
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4. When you are not sure that the 
customer has made up her mind, a 
decision can be speeded up by ask- 
ing a question that would take care 
of her problem. It should require a 
positive answer, such as “Would you 
like these shoes dyed to match your 
outfit?” 

5. If it is assumed that the sale is 
already made, a statement such as 
“You certainly selected a fine pair 
might be made. You must 
be cautious here because this state- 
ment could be the windup before the 
shoes were wrapped. 


of shoes,” 


Bring Out Your Salesbook 


In addition to such a statement, 
you can bring out your salesbook 
and start writing up the sale. This 
will definitely bring the sale to its 
natural conclusion. 

6. Reduced in price. If the shoes 
are reduced, you can use this incen- 
tive to conclude the sale. People al 
ways like to make a saving. 

7. Last pair. If the customer likes 
the shoes well enough she might be 
helped to a decision if you told her 
they were the last pair in her size. 

8. New arrival of latest style. A 
suggestion that the shoes are brand 
new and the last word in fashion 
might have a favorable 

9. Well advertised national brand 
These shoes might be featured in a 
well known fashion magazine. The 
customer might be influenced by this 
fact. 

10. A special service may be avail- 
You can suggest that a 
posit will hold the shoes until the 
customer is pay the 
ance, or an adjustment can be made 
that will make the shoes more com- 
fortable, or they can be dyed free 
of charge. 

11. Repetition of outstanding 
ing features. The advantages and 
reasons for buying should be re- 
repeated. This can reassure the cus- 
tomer that she is making the right 
decision. 

It is not unusual for the salesper- 
son to help a decision. Shoes 
not usually bought with the same 
confidence as other over the counter 
merchandise. Customers are more 
skeptical and need more help. You 
should not become impatient with 
seemingly silly questions or slow de- 
cisions. It is the salesperson’s duty 
to be as helpful as possible. 


response. 


able. de- 


ready to bal- 


sell- 


are 


Profile: the Felts Brothers 
(CONTINUED FROM PAGE 34 
training program for managerial 
trainees. Applicants are very closely 
screened and, when hired, are moved 
to the organization’s headquarters in 
Tahlequah, Okla. for 
eight weeks, eight hours a day, five 


Class work is 


days a week, with observation and 
practice in selling on Saturdays. 
Every phase of fitting and selling 
of shoes is covered in detail. Every 
the intention 
will eventually 
All of 


geared to this end. 


trainee is hired with 
that he 


manager. 


become a 
his training is 
Starting salary, 
room, board and tuition are paid by 
the company, to enable the trainee to 
fully concentrate on the program of 
training. It is hoped that 
maining ten months of the 


the re 
trainee’s 
first vear with the company can be 
iob” 


under the 


spent in “‘on the training in one 
of the stores, 


of one of the experienced managers 


supervision 


However, the rate of expansion has 
been that the 


are now managed by men who 


such eight of stores 
began 
less than two years ago as trainees 

This program, owned and operated 
by Felts and Felts, 


many as 


can train as few 
any 


fif- 


and 


or as are needed, in 
eight week session. There 
the group 


plans are being made to accommo 


were 
teen trainees in last 
date as many as one hundred. 

Presently, serious consideration, 
prompted by outside interest and in 
quiry, is being given to making the 
training 
firm or individual 

The Felts brothers were reared in 
a parsonage that has 
given meaning and direction to all of 
Their 


rogram available to any 
prog 


and heritage 
their business considerations. 
operating philosophy has its roots in 
the belief that courtesy, 
and service are still the 
for successful retailing. They sub- 
scribe to the credo: “When you have 
the right merchandise, at the right 
time and place, and if people know 
they will 


° 
integrity 
best 


bases 


busi- 

the 
service 18 
measure. To 
establishment 


where you are, do 
ness with 
important 


given in 


you provided 
ingredient of 
full 


person or 


really 
serve, a 
must be genuinely interested in the 
customer and his needs.” 

They feel that self-serviceand semi- 
self-service are here to stay in the 
discount house, the self-serve unit, 

(CONTINUED ON PAGE 52) 
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GORE! 
GORE!! 


GORE!!! 


gore shoes for men 
are seen everywhere 





Here are a few of the many 
popular types that are 
NATIONALLY ADVERTISED 
... and there are many, many 
versions by many, many shoe 


as 


manufacturers. 


dress shoes 
casual shoes 
work shoes 


use shoe gore to secure 
good style, good fit, 
plenty of comfort... 
and the original 

and finest shoe gore is 


COPR. 1961 THOMAS TAYLOR & SONS 


Produced by THOMAS TAYLOR & SONS, Hudson, Mass. 


Since 1864 specialists in the art of weaving high grade elastic shoe goring. 
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are you 
capturing 
the true 


character 


of your lasts? 


At BECKWITH we have evolved the most complete line of lastable counter materials in the industry. 
RESULT: Stronger, more resilient counters ... Improved uniformity .. . Elimination of complex 


inventories. 


These dramatic new materials are available in two solvent activated types, Pyroxylin and 
Styrene. There are three thermoplastic types, hard, semi-hard and soft of either fiber base or 
fabric base . . . plus two thermosetting systems, water-activating and resin-activating. You may 
order one or all types with long wearing flocked surfaces to meet your special needs. 


BECKWITH supplies superior quality heating and solvent activating equipment to best service 
their products. We would welcome the opportunity to help you get started with the modern 
lastable counter. 


Want more facts? 


Ask your 
Beckwith representative. f o INC. 


203 Arlington Street + Watertown, Massachusetts 
SUBSIDIARIES. Beckwith Mig Co, of Wisconsin Miwovkee + Beckwith Boe Toe, Limited, Sherbrooke, F GO. Coneda 
Victory Plastics Co, Hudson, Moss. + Sofety Box Toe Company, Bovton, Man. + AGENTS Wr pubmen Co., St. Lovis, Missouri + Dellinger Soles Co, Beading, Fo 
The Geo. A Springmeier Co, Cincinnoti, Ohio + Fectory Supplies, inc lwou * + Moore & Giles, Lynchburg, Ve 
T. Wingfield, Lid, Auckiond, New Zealond + A Mushin & Miller Pry. Lid, Melbourne, Australie « ° >, Boston, Mass. for Latin America and South Arne 


SHOE PRODUCTS THAT LAST 








How to Increase Sales 


... With a Modest Budget 


66 UR experience proves what can be done with 
a modest budget,” says Ben Pearlman, 
president-treasurer of the Sterling Shoe 


“We have com- 
We've given 
conversation 


Store of Warwick, Inc., Warwick, R. I. 
pletely separated all three departments. 
each department two unusual 
pieces and we've given the children’s department an 
unusually effective sales pitch.” 

The started in November, 1955, with 
levels of 3600 square feet and now has two levels of 
7200 square feet with a 55-foot frontage. The selling 
area has wall-to-wall carpeting and there is a tiled 


one or 


store two 


service area and entrance. 

In the children’s department, a new stair arrange- 
for fitting has been installed. Such stairs 
not new but in the Sterling store the stairs are placed 
in the center of the store in combination with an open 
display fixture. This fixture is round and about eight 
feet wide, and more than half is used for display. The 
carpeted stair has three treads each way, a connecting 


ment are 


platform and an open protective rail facing the seats. 


{bove: The stair arrangement in the children’s department 
for checking fittings has been combined with an open dis- 
play fixture. The fixture is used to rotate numbers the 
store wishes to push, seasonal footwear and new styles. 


These inexpensive conversation pieces in the women’s de- 
partment have aroused interest. The mosaic plaques are 
joined by painted strands of pink and blue “ribbon”. The 
watch is 16 inches across. 
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“We use these stairs for much more than giving 
youngsters a good time,” says Mr. Pearlman. “‘We use 
them to test our fittings and to let parents see how 
the shoes work Every child tries his fitting by 
walking several times up and down the stairs and 
across the platform. At the same time the fitter leans 
through the side rail to watch foot action and shoe fit. 
This brings us so very close to the child’s foot that 
we can quickly and easily see how the shoe fits and 
how it responds under nearly normal use. It helps us 
It convinces parents. 

(CONTINUED ON PAGE 50) 


out. 


prove our fittings. 





What the Leather Lines 


At Allied Kid Company, browns—in a range from 
dark town brown to rusty, camel and taupe-y tones— 
will be the leading color family for Fall 1961, ac- 
cording to Helene O’Hara, director of fashion and 
promotion. Basic shades for volume selling will be 
pottery brown; romany, a reddened 
With more fashion appeal are rusty 
for tailored, stacked heel shoes; friar brown 
and repeated caramel, continued for certain custom- 
for flats and casual shoes, red cedar and romany 
Red cedar is also suggested for medium hee! 


town brown: 


tone; bronze. 


tabac 


ers; 

brown. 

styles. 
Less of the “Pale Foot” 

Miss O'Hara does not expect to see as much of 
the pale foot by next fall but the company is offering 
a winter white, a light bayberry tone. Sea lion is a 
deeper version of last year’s smoke screen. Park ave- 
nue, a taupe-y shade, has proved unexpectedly good, 
especially to wear with black sweaters. Acorn, one 
of the new colors, is a taupe-influenced camel. 

The gold influence has carried over in prism gold, 
a real gold color for flats and casual shoes; in bark 
brown, a yellowed medium brown; in glade green, 
a yellowed green closely related to tartan green. 

Blackened tones are town brown and carbon gray. 
Four other grays are included in the fall ’61 line, 
none of them new. Carbon and cinder are considered 
the best. 

The red, blue-purple and green families include 
the following newsworthy colors. In the reds, there 
are prism red and abbey wine, purpled shades. Prism 
red will be a volume color. Abbey wine and cordoba, 
a cordovan shade, deep and browned, will be high 
fashion. Sequoia is a highly promotional red. Prism 
blue is more purpled than bravo blue. Grape juice 
is offered as a repeated color, highly important for 
August through September selling. New and young 
is pimento red for flats. Prism green, with a blue 
is high fashion. 


cast, 
Finishes 

In discussing finishes, Miss O’Hara reported Mara- 
cain the single biggest leather in the line. Best colors 
are sea lion, red cedar, prism gold, aspen. Scarab 
blue, a teal shade, is good for wear with sports 
clothes. The same colors appear in Glacé Cordigan, 
a glazed maracain. Carib, a heavier grain, is in only 
two colors. Very important is Shadow Kid, a waxed 
finish, sold to volume houses. 

& 

Brezner Division of Allied Kid Company’s major 
tannages are glove, smooth and brushed Shag, accord- 
ing to Helene O’Hara, reporting on Fall 1961 colors. 

Men’s colors in glove leathers include Indian smoke, 
saddle, loden and bonanza. Gold and greeny browns 
and vintage are suggested promotions in men’s 
weights; tobacco leaf in glove leather and green 
mustard in Shag. Smooth leather in women’s weights 
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will include some kidskin colors. 

Also a glove tannage, Astor, is a new fine grain, 
very supple and reflecting the importance of both 
grains and glove tannages. Shag is expected to be- 
come important again for the coming fall, after drop- 
ping last fall. 

e 

For the Ama'gamated Leather Companies, Inc., in 
presenting Fall 1961 Amalco leathers, Ruth Kerr 
Fries, fashion director, noted five new tannages: 
Ecrusé, Soft Touch, Antique Soft Touch, Amaline and 
London Brush. 

This represents the firm’s venture into the 
men's field. London Brush is a fine nap color-locked 
suede for town and city shoes styled in the British 
manner. Its colors have been keyed to important 


last 


men’s apparel colors: ivy smoke, burnt olive, tobacco 


leaf and antique bronze. It is intended for allover 
shoes on the new slimmer lasts or for combinations 
with matching smooth or grained leathers. 

The fashion spotlight in women’s leathers is on 
Ecrusé, an Edwardian leather in a modern interpre- 
tation of the two-tone look and with a real leather 
look and feeling. It is for all-over tailored and cam- 
pus casual shoes. Among the nineteen colors fea- 
tured, dahlia, a lavender-tinged neutral, and 
beachfire, a dark rust, are noteworthy. 


sea 


Three New Leathers 

Soft Touch is a new burnished natural shrunken 
grain kidskin with a beautiful creased effect. Antique 
Soft ‘Touch is Soft Touch with an antique stipple 
giving a two-tone look. Amaline is a burnished ani- 
line kidskin with an antique stippled effect. These 
three new leathers are made to match in a wide range 
of neutrals and colors. Most exciting are the Portu- 
guese brights keyed to fall coatings, for October sell- 
ing. These include malaga, a grape tone; olivia green; 
clear red and buccaneer, a gold. 

Among the repeated tannages is Softee, a natural 
creased kidskin with demi-matte finish, especially 
liked for casual and soft shoes. It is 
available in both lined and unlined weights; can be 
combined in composé and ombré effects. It 
be combined with Astra, a smooth kidskin with new 
demi-glaze finish and mellow break, or with patent 
kid. Still another combination is Softee with match- 
ing Everkleen suede. Newest of all is Softee with 
Amaline for a shiny touch. 

The brilliant Portuguese colors are highlighted in 
Everkleen plus potpourri, brown with the look of 
faded violets; sandpiper, a medium beige; green gage 
—these last two, suede colors that might start the 
fall season, Mrs. Fries thinks. Suede has a chance 
to sell as fashion in shoes combined with Shimmer, 
a luster, or with Ecrusé, she says. There are two 
stories in suede: somewhat dressy tailored shoes and 
a dressy shoe entirely of suede. Certain types of 


construction 


can also 
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Are Offering for Fall . . 


Both shiny and dull surfaces are strong in women’s leathers for fall. 
Brown is the No. 1 color family. The range is from gold to rust to taupe 
to very dark. The purpled reds and eggplant shades are an important 


promotion group. Green is both blued and yellowed. 


suedes will continue for boots. Crackle, a new leather 
with sparkle for after-dark, has a suede base. It is 
part of the strong gold trend. In addition to Shimmer, 
the real pearl luster on natural grain creased kid- 
skin, Frostee will continue as a genuine pear! luster 
on smooth kidskin. Last of all, there are the smooth 
aniline linings in colors that can make shoes for 
window dressing with real sales appeal. 
a 

“Nothing sells like basic black,” said Charline Os- 
good, fashion director, William Amer Company, pre- 
senting the Fall 1961 line. She gave these reasons. 
Black is safe. It is right to wear with all the bright 
ready-to-wear Many imported fall suiting 
and coating fabrics are inter-woven with black. 


colors. 


Shrunken Kid 

Amer’s shrunken kid leathers have the same quality 
of moving with the foot as the basic black dress of 
some 15 years ago always had of moving with the 
body and as the top fashion silk knit dresses have 
Several years ago Amer introduced 
‘Broadtail,” a shrunken textured kidskin with a 
broadtail look—the first fake fur in leathers. Follow- 
ing Broadtail came Shrunken Crochet and then Shado- 
tesides these three textured kidskins, Amer has 
black matte for an elegant and basic black. 


today, she said. 


net. 


Kangaroo 
The King Kangaroo Leathers, by Amer, are in a 
range of browns, starting with a lively yellowed tan 
called gaucho and then darkening through Amer tan 
to cognac to chestnut to walnut to mink, the darkest 
brown. Also included in the fall color range are tan- 
gerine, a ruddy tan; athletic red and athletic blue. 
There are three blacks: glazed, athletic and a third 
with a yellow back and so named, yellowback. The 
wood colors, chestnut and walnut, red and flight blue 
will be the featured shades. 
e 

Somber, muted tones characterize the Fall ’61 wo- 
men's colors of the Armour Leather Company, accord- 
ing to Duke Miller, company spokesman. Taupe, 
brown in cast and a good neutral shade to go with 
all apparel colors, will be featured in all tannages. 
Dusty gold and dusty peach are new colors designed 
for flats and little heels to wear with sportswear col- 
ors in these tones. Leading in the browns are ante- 
lope, a beige for early selling and cocoa tan, a rich 
medium shade, Other include a 


colors yellowed 
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green, gray, blue and two high fashion colors—grape 
juice and plum. 
Veu 
In new tannages there are Bordeaux, Shadotique 
and Beaupac. Bordeaux is a very soft, supple, hand- 
boarded, aniline-finished leather, with a slight tex- 
ture. It is ideal for unlined shoes on any heel height. 
Shadotique has a deep look-into-look that gives the 
leather depth and is ideal for very pointed toe shoes. 
Jeaupac is a very soft glove type tannage developed 
to fill the need for flats, casual, slip-lasted and little 
heel shoes. Lusterflec is a new luster leather with a 
metallic look. 
New colors have 


Tannages 


been added to the continuing 
popular leathers — Bonnieskin, Poliskin, Beauskin, 
Flora and Kismet. “There is a feeling for colored 
suedes,” Mr. Miller noted in referring to Bonnieskin. 
He also emphasized the fact that all the Armour 
leathers are made in both lined and unlined weights. 
a 
colors by Beggs & Cobb, Inc., follow 
Council, 


Fall 1961 
closely those set by the Tanners’ 
to Robert Remis, general sales manager. In 
waxed aniline tannage for tailored and dressy shoes. 
these are the new colors: bonanza, a golden camel 
tone; sage green, a blued shade; sand, a bone-beige 
for entire shoes and trims; meadow brown, a classic 
medium brown for dressy shoes. 

Glove and Flight, the fine glove leathers for casual 
footwear, have these new colors: battern, a beige-brown 
neutral; bonanza, a golden camel for casual wear; 
winter beige, a neutral gray-beige. In a lined weight 
dress leather for pumps, called Dress Smooth, there 
are six new colors: meadow brown; twig, a medium 
brown; partridge, a medium golden brown; bonanza; 
dolphin, a muted browned taupe; sherwood. 

Crushed Glovette, a shrunken grain leather for 
casual footwear, is in four colors: sage green, bo- 
nanza; partridge and twig. Each of these will also 
be available in a number of repeated colors, accord- 
ing to Mr. Remis. 


according 


Ciro, a 


Colors for fall at the Colonial Tanning Company, 
Inc., are clear and lively, with a continued interest 
in grayed bone and neutral shades, but no off-beats, 
according to Jane Wheeler, fashion and promotion 
director. These new colors are featured in the entire 
line of Colonial leathers: partridge, bonanza, meadow 

(CONTINUED ON PAG® 52) 
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Not too many years ago the desirable market for quality merchandise was found only 

in the upper income families in the United States. No longer is this true. Especially when 
it comes to children’s shoes—quality is desired across-the-board. « You can find out for 
yourself just how important quality is today. Test your next six customers. Pull 
Pro-tek-tiv shoes FIRST for them. Learn, as others have, that Pro-tek-tiv fit, 

features and workmanship add up to the quality that parents are 

seeking. When you step up to quality—your customers step into 


Pro-tek-tiv's—you step up sales and profit. 


* <i another 
= NEW LEAF SADDLE +7992 
“ " White smooth with 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 black smooth leaf. 
CURTIS-STEPHENS-EMBRY CO., READING, PENNA. 7 iS | ee Write for new catalog. 


BUILT-IN HEEL EXTRA HEEL FiT- LOWER OUTSIDE RIGHT AND LEFT DIFFERENT ARCH- BREAK-IN DIMPLES FREQUENT LAST 

WEDGE to help TING AID to QUARTERS .. . no HEELS help HEEL HEIGHTS provide natural CHANGES twice 

keep ankles from help hold the heel gap at the sides— give added support changed twice in rest for the foot in each size range 

turning in in normal position no slip at the heel to inner side of foot each size range Other brands change 
only once 





by BILL ROSSI 


Inside Shoe Business 





The Obligations of Leadership 


EVER has this industry been in such need of 
bold leadership. And leadership 
been so absent. Never has such a great void 


never has 
existed in the face of great need. 

This industry in recent years has been shaken by 
deep rumblings and upheavals. We have undergone, 
and undergoing, tumultuous changes in 
and how shoes are sold; in the development of new 


are where 
products and materials; in competitive practices; in 
the threat of imports; in consumer buying habits; in 
the 
in technology; in our in- 
ventory patterns and buying patterns; in the internal 
itself. 


the cost and methods of business operation; in 
timing of industry shows; 


structure of the whole industry 


Where Are the Bold Voices? 


where are the bold, outspoken voices of 
Where the bold 


And yet, 
leadership to guide us? 
Where are the 


are men? 
bold ideas? 
Over the 


past 10 years there have been perhaps 150 men who 


Consider one deeply disturbing thought. 


nave 


held the presidencies of our many trade asso- 


ciations 


both national and regional: shoe manufac- 
t travelers; 
hide and skin industry men; last makers; fab- 
Over the dec- 
ade, these men have held the highest office in perhaps 


irers; retailers; shoe chain officers; shoe 
shoe 
ric makers; heel manufacturers, etc. 
ome 30 or 40 trade associations within our industry. 
And yet, in those 10 years, not one daring idea of 
proportions been and brought 
Now, one thing is 
absolutely certain. These men possess great personal 
ability. They possess the powers of creative thinking, 
of talent, of experience, of knowledge. For without 
these they could not have been selected for the top 
respective companies, in their trade 
in their industries. 

Then why do able men, possessing all the natural 
of leadership, suddenly become inarticulate 
and silent when they reach a position of influential 
leadership as industry spokesmen? 


advanced 
into fulfillment by these leaders. 


major has 


posts in their 


associations, 


qualities 


The Greatest Sin of Leadership 


This condition exists among a large share of our 
companies, whether in shoe manufacturing or retailing, 
in tanning or allied trades. While these executives 
fulfill their role of leadership ably within their own 
companies, most of them abruptly become non-vocal 
and non-provocative beyond the doors of their own 
businesses. 


The greatest sin of leadership is the failure to lead. 
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The young have the boldness and eagerness to speak 
out—but lack the authority and experience to influ- 
ence with their ideas and voices. Hence the responsi- 
bility of leadership—of bold leadership—falls upon 
the shoulders of the elder statesmen. For it is their 
voices that command attention. And hence the 
modern-day sin: the voices that can command, sud- 
denly shade off to a whisper or to silence. And the 
great, bold ideas tempered with rich experience- 

ideas capable of inspiring and guiding and motivat- 
ing—remain protectively cloistered in a cocoon of 
misfortune. For the greatest 
this industry 


can 


seclusion. This is a 


undeveloped territory in lies under 
hats. 

The public is looking for information; the industry 
is looking for guidance. But the critics in our indus- 
try are looking only for mistakes. Is it this appre- 
hension about making a mistake or a misstatement 
that hushes our voices of leadership and stems the 
natural tide of bold ideas? Let these men who assume 
positions of leadership remember the famous remark 
of War Secretary Henry Stimson: “Let them not turn 
aside from what they have to do, nor think that criti- 


men’s 


cism excuses inaction.” 


Room at the Top 

The biggest room in this industry today is the room 
for improvement. Our industry needs dynamic ideas, 
even wild ideas, for the industry is filled with people 
to tame them. We need lions who are ready to act 
like lions even when surrounded by lion tamers. The 
hardest part of leadership is to keep on leading. There 
is always room at the top because so many of the 
people up there go to sleep and fall off. For to keep 
at the top is almost harder than to get there. 

Today we tend to leave decisions and ideas up to 
committees conferences. But nothing is ever 
accomplished by a committee unless it consists of 
three members, one of whom happens to be sick and 
the other absent. And a conference is simply a group 
of people who individually can do nothing, but who 
meet collectively and agree that nothing can be done. 


and 


The Sixties promise to be an exciting adventure for 
the shoe industry. They will move into unexplored 
territory, open new vistas. There will be a premium 
on leadership—a return to rugged individualism— 
that is willing to speak out with courage, willing to 
express and risk with bold ideas, and able to inspire 
and guide. And those who assume the positions of 
leadership must now be ready to fulfill their moral 
obligation to lead in this manner. 





What’s in a Shoe 
and How to Sell It 

(CONTINUED FROM PAGE 39) 
leather soft and pliable to permit 
the shoe to be turned right side out 
after the outsole and upper have 
been fastened. 

The end result is an artistic and 
engineering masterpiece. These 
shoes can be made with extremely 
close-edged soles. The shank of the 
shoe itself can be as narrow as your 
forefinger (called a “fiddle shank”’ 
The upper fits like a glove around 
the foot. Because it’s a single-sole 
construction, without insole or filler, 
and because the itself is of 
finest leather, there is an extraordi- 
nary degree of flexibility. And the 
imbedded and concealed seam gives 
a remarkable degree of structural 
stability to the construction, at the 
same time providing a wonderfully 
lightweight shoe. 

A great deal of hand craftsman- 
ship is required. If the Goodyear 
welt is called the king of shoe con- 
structions, then the Turn can be 
called the queen of shoemaking 
methods. It achieves the highest de- 
gree of functional beauty in its 
lightness of weight and appearance, 
its glove-like fit, its high flexibility, 
its perfect blend of _ structural 
strength and delicate lines, its soft- 
ness and elegance and crafted artis- 
try. 

It is regrettable in a way that this 
process has been sacrificed in the re- 
lentless march of mechanical prog- 
ress and industrial economy. But, 
for the reasons cited earlier, this 
demise has perhaps been inevitable. 
Nevertheless, the Turn shoe will 
continue to remain as a_ true 
“classic” in the annals of shoemak- 
ing, both ancient and modern. 


The Nailed Shoe 

The Nailed shoe came into being 
sometime before the middle of the 
19th century. It gradually achieved 
mounting popularity throughout the 
rest of that century, and perhaps for 
the first 20 years of the present cen- 
tury. In the beginning it was used 
for almost all types of shoes. But 
eventually its use was restricted to 
heavier types such as work and ser- 
vice boots. Today, this process is 
still used on a small share of our 
shoes, almost wholly in heavier and 
less expensive work-shoe types. It 
has been replaced largely by the 


sole 


50 


Goodyear welt and Stitchdown con- 
structions. 

A century or so ago a large por- 
tion of our shoes were made by the 
pegged method. Wooden pegs were 
used to attach sole to upper and in- 
The part of the wooden peg 


sole. 


exposed to the ground would shred 


But as 
would 


and flatten out with wear. 
it shredded and flattened it 
form a kind of flange that would 
secure it so that the peg couldn't 
come loose or couidn’t push up into 
the shoe against the foot. 

The wooden peg served very well 
for many years, and a few pegged 
shoes are still made in the U. S. to- 
day. But as metal science developed, 
(via cut-off lengths of a con- 
tinuous wire of pre-determined 
gauge) began to replace the pegs. 
The nails were more economical and 
also could be applied with greater 
speed. However, the metal must be 
somewhat on the “soft” side to flat- 
ten out in the same manner as the 
wooden peg. This principle still 
holds in nailed shoes of today. 


nails 


A Simple Process 

The Nailed process, while having 
several variations, is 
simple one. The outsole and midsole 
are cemented together as a_ unit. 
This unit is then nailed around the 
bottom edge to the insole and upper. 

The shoe is placed on a last with 
a metal bottom. As the nails are 
driven in by machine at rapid rate, 
they bite into the insole. When the 
nail strikes the metal bottom of the 
last, the collision back the 
head of the nail. This little hook 
forms a “clinch” that securely 
fastens the nail into the upper and 
insole. Thus no point protrudes up 
into the foot. 

Sometimes a storm like a 
“caulking,” is applied. This is Good- 
year lockstitched to the extended 
edge of the outsole. It 
kind of water-resisting barrier or 
protection that is important in work 
or service-type shoes. 

This is an 
making a shoe of sound construc- 


basically a 


bends 


welt, 


serves as a 


inexpensive way of 
tion, and suitable for certain classi- 
fications of heavier shoes. 

One variation of the Nailed proc- 
ess is the Standard Screw method. 
This is the same principle as the 
Nailed construction, except that the 
nail or wire is threaded something 
like a screw. The metal threads pro- 
vide a firm gripping action. 


How to Increase Sales 
with a Modest Budget 


(CONTINUED FROM PAGE 45) 

“As for the display unit, we find 
it very effective because it hits peo- 
ple as they enter the department. 
We numbers we 
want to push, seasonal footwear, and 
new styles. As parents enter the 
department they look first at these 
featured shoes. While many parents 
have definite styles in mind, others 
do not. This display helps the latter 


use it to rotate 


make a decision.” 

The semi-circular display has three 
levels with shelves and risers of 
aqua, rose pink, and sunshine yel- 
low set off with a recessed black 
base. 

Background for the children’s de- 
partment is a spotlighted 
painted tree. It monkeys, a 
squirrel, a cub bear, a bird with a 
man’s hat, a hanging bird cage, and 
fish. Wallpaper on the ad- 


side shows 


large 
has 


even a 
joining 
transportation 


older ways of 


balloon carriers, 
steamboats, bicycles, sailing vessels, 


automobiles, and horse-drawn car- 
riages. 

The department 
light-green slatted benches with full- 
length seat coverings and individual 


Seating is for 


has chairs and 


coral back-rests. 
twenty-two. 
“Since we enlarged the store,” 
Mr. Pearlman, “our children’s 
business has increased more than 15 
per for at 
least 60 per cent of our total dollar 
volume. While 
national brand and increased our in- 
ventory, did not run any big 
opening or offer any traffic-building 
We hope to up this per- 


says 


cent and now accounts 


we added a major 


we 
giveaways. 


centage, 
increase for the next couple of years 


and we expect a gradual 
as a direct result of these changes.” 

The children's de- 
partments are separated by a wall 
of visible stock. A full length mir- 
ror fronts this wall, the 
area look larger and giving custom- 
check of 


and women’s 


making 


ers an all-over their ap- 
pearance. 

An unusual feature of the 
men’s department is a wall timepiece 
in the form of an old pocket watch 
about 16 inches and a two- 
foot chain. Mrs. Pearlman saw this 
conversation item and bought it for 


the store. 


Wwo- 


across, 


Sterling dresses up this depart- 


Boot ard Shoe Recorder 





ment with a wall arrangement of , 
seven framed mosaic plaques placed 
at different levels and connected 
with painted double strands of pink 
and blue “ribbons.” The 14 chairs 
in the department are pink and gray. 

With this expansion Sterling for 
the first time has a separate men’s 
department. The conversation item 
here is wallpaper showing firearms 
of the Confederacy, including such 
items as the Pill Lock Pistol, U. S. 
Navy Pistol, Gen. Roberts USV 
breech-loading pistol, and identified 
parts of a flintlock. Background of 
the paper is medium brown. Each 
firearm is black set in a white block. 

Mr. Pearlman has graded up his 
men’s shoes to a new high of $21.95. 
Women's dress shoes range from 
$9.95 to $14.95 and casuals from 
$6.95 to $10.95. Children’s shoes are 
$5.50 to $10.50. 

Located in a relatively small sub- 
urban shopping center, Sterling has 
given this store a happy combina- 
tion of downtown glamour and care- 
free country living. 

“Our men’s business has increased 
20 per cent, our women’s business 
15 per cent. On both of these de- 
partments we maintained the same 
lines but increased our stock.” 

The store was announced with a 
three-column seven-inch newspaper 
ad; mailings to all doctors, pedia- 
tricians, and orthopedics in the en- 
tire area; and with 10,000 individ- 
ually addressed jumbo cards. Sterl- 
ing has these cards made up from 
a manufacturer's card; its adver- 
tising agency handled the job, in- 
cluding the addressing. 

Sterling has built its business on 
national brands, personal contacts, 
and careful fitting. 

“We started with national brands,” 
says this retailer, “and we're stick- 
ing with them, It’s the only way 
to build repeat business. 

“We tell our customers why 
branded shoes are more dependable 
year in and out. More and more we 
emphasize practicality, especially in 
children’s shoes.” 

Sterling reaches all newcomers to 
the area through the Welcome 
Wagon service. It gives the family 
a clock-shaped bank plus a certifi- 
‘ate good for two dollars toward the 
purchase of shoes at its store. 

Sterling, under an independent 
corporation, also operates a shoe 
store in downtown Providence. 
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slim, trim 


SLIPONS 


To complement today’s slimmer, lighter, 
closer-fitting suits, Yorktown presents 
the slim, trim look in the most salable of 
all styles — the Slipon! All the wanted 
types are here including low-slung Nor- 
wegian seams, new boxer top styles, new 
shark grains, new high-rise vamps. The 
quality is tops. . . and the price is right. 
IN STOCK: 140 men’s styles, 

$10.95 — $15.95 retail; and 

28 boys’ styles, $8.95 — 

$9.95 retail. 


Men's styles 
4957 Black 
4958 Brown 
4959 Olive 


Men’s style 4713 
Black 

Boys’ style 231 
Black 


Nationally Advertised in 


ESQUIRE 





FOR MEN AND BOYS 


THREE GENERATIONS OF FINE SHOEMAKING 


also makers of Air-tred Shoes for Men 


GARDINER SHOE CO., INC., GARDINER, MAINE 
New York Office: Marbridge Bidg., 47 W. 34th St. 
Far Western Distributors: 
Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 





Profile: the Felts Brothers 
(CONTINUED FROM PAGE 42) 


the dime store, super drug and super 
market. But they feel no less certain 
that the conventional operators are 
as important as ever. There will be 
a “weeding out” process of the less 
efficient merchants; that’s bound to 
happen. Then, too, there is no gain- 
saying the fact that continuing dras- 
tic changes in retailing are slated 
during this decade of the Sixties. 
However, the Felts brothers hope to 
do more than survive. They look 
forward to thriving, too. 

Both W. C. and A. E. are busy 
churchmen. W. C. is the District Lay 
Leader of the Muskogee District of 
the Methodist Church and A. E. is 
an Advisory Board Member on the 
North Arkansas District of the 
Church of the Nazarene. 


Hobbies 


As for hobbies, A. E. is an avid 
and voluminous reader. His interests 
cover a wide range .. . fiction, phi- 
losophy, theology. He is also a hi-fi 
devotee. W. C., on the other hand, 
tends more to the outdoors for recre- 
ation. He likes to fish and hunt, al- 
though he’ll tell you he doesn’t get 
much opportunity for that. He is 
also a sports enthusiast, particularly 
football and baseball; and still plays 
a mean game of tennis. For thirteen 
years he has been a member of the 
city school board, of which he is 
president. He devotes considerable 
time to charitable and civic affairs. 

We asked: “What about your chil- 
dren? Are they showing any signs 
of interest in the 2?” We 
learned that A. E. has a daughter, 
sixteen years old, and a son, two 
years younger, while W. C. has four 
boys ranging in age from nineteen 
down to six years. Both A. E. and 
W. C. would like their children to be 
interested in carrying on the busi- 
ness when they are grown. But, they 
want them to be shoe men only if it 
means fulfillment and realization for 
them. The brothers do insist, how- 
ever, that the children learn to sell. 
To know how to meet people. To 
know the discipline of understanding 
an irritable customer. To know the 
artistry and satisfaction in a con- 
summated sale. To realize the value 
of money and how it is earned. 
These, they feel to be the most im- 
portant ingredients for living, re- 
gardless of the chosen vocation. 


business 
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What the Leather Lines 
Are Offering for Fall 


(CONTINUED FROM PAGE 47) 
brown, ambertan, beaver, Swiss choc- 
olate, tiara green, titian tan, butter- 
scotch, brown cookie, granada, dam- 
ask rose, seaweed, mulberry, gar- 
denia, and plume. 

There are many new developments 
in leathers for the coming fall sea- 
son. Unlined shoes grow in volume 
in all categories, Miss Wheeler re- 
ports. Soft, mellow, glovey tannages 
are increasingly important. Parade 
and Glissant are basic glove and wax 
glove leathers respectively. There 
are also two new crushed glove tan- 
nages: Tip Top and Tumbler. Still 
another version of glove leather is 
a flat grain on & natural back called 
Trampolina. 

There are several ecrise textured 
leathers. Porcino, a pig grain, 
and Sprite, a fine box grain, have 
been introduced for the dressier type 
of lined flat, spectator, walking and 
tailored pumps. Two other ecrise side 
leathers, Trophy and Baby Beaver, 
fill the need for a more definite grain 
for sports shoes and ties, and, pos- 
sibly, children’s shoes in larger sizes. 
Touche, a wax aniline, is available 
for fall in both lined and unlined 
weights. Fastop is the new sturdy 
side leather with a mar-resistant 
tough top, particularly 
children’s shoes. 

The luster look 
according to Jane Wheeler, and con- 
tinues to be a trend in dressier high 
heel and novelty shoes. Copper, 
bronze and silver are the new tones 
that follow the general fashion pic- 
ture. Two new colors have been 
added to the successful group of 
metallic colors: damask rose, a rich 
deep rose, and tiara green, a truly 
regal green. In the basic and resort 
patent leathers there new 
deep magenta and red. 

Polar patent is the new crack- 
resistant patent on a fine split, 
available at this time in only black 
and white. The recreated demand 
for, and reawakened interest in, 
long-life Black Luxury finish pat- 
ent leather has resulted in further 
development of colors. Luxury fin- 
ish is now available in bright red, 
yellow, dark and bright blue, dark 
brown, as well as black and white. 


suited to 


is still with us, 


are a 


“Color is your fortune” was the 
theme given John R. Evans & Com- 


pany’s Fall 1961 line by Charline 
Osgood, fashion director. Present- 
ing a group of six colors as “Fash- 
ion Colors in Dancing Kids,” she 
showed palomino in smooth kidskin 
as the winter white. The five other 
fashion colors, all in Glacé Bro- 
gandi, are: Kelly blue, a green blue; 
royal green, a blue green; pom pom, 
bright red, also in Evanesse; im- 
perial plum and pence, a copper 
tone. (Evanesse was introduced for 
spring in just three colors.) 
Five important are 
cluded in Brogandi in the bone-to- 
brown family: neuter, brought over 
from Paris three years ago, a 
greened beige; desert, also in 
Evanesse, a taupey neutral; Bronte, 
a middle tone; brown beauty, the 
darkest brown; nutwood, a yellowed 
brown. Platinum is a white gold. 
For the bright casual ap 
pare] colors, Evans offers: peanut; 
bright orange, but softened; a 
bronzed green; oriental clay; a 
bronzed gold, copper and Pompeii, 
all three in both Evanesse and Glacé 


colors in- 


very 


Brogandi. 


At General Split Corporation, 


Cordé, a new leather with a plated 
corduroy ribbing, has been heavily 


women's 
). 


for men’s and 


according to T. 


sampled 
casual shoes, 
jurns, company spokesman. A 
plush suede leather, it has a definite 
and almost two-tone effect in black 
and darker colors. It is being made 
in all the new fall 1961 
soft pigskin colors. It combines well 
with suede and with smooth 


suede and 


Two More Finishes 


Glovmoc is another new finish 
made in a variety of glove leather 
or crushed prints. “Amano” is the 
newest. Its small flat grain has 
shown promise in the men’s and 
boys’ dress shoe field. The leather 
is specially treated for softness and 
has a finish that just cannot “come 
out,” according to Mr. Burns. Also 
new is Pigalle, a simulated pig with 
increased cutting advantage treated 
with Scotchgard. 


Light, pretty colors for pigskin 
in dressier sports shoes, dressy flats 
and little heels are news, according 
to Sylvie Hamilton Gallagher re- 
porting on the new Haus of Krause 
fall line. New 
gamut of Romantic 
which are two new shades 

(CONTINUED ON PAGE 


include a 
among 
cha- 
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colors 
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> another TINGLEY first! 


The Tingley Knee-Hi Over-the-Shoe Closure Boot... 
1/3 the Weight of Standard, Lined Knee Boots. 


This featherlight, rugged, new boot is in-stock now with Tingley 
Distributors for this season’s snow and mud. Thoroughly tested 
in field and factory, these new boots will be snapped up by in- 
dustrial and farm workers. It’s the perfect boot for irrigation 
workers, policemen, firemen and hunters. 


They will be in short supply until January 1961 despite our 
every effort to meet requirements. If your Tingley 
a Distributor can still supply you— order now. 


@ EASILY WASHED, INSIDE AND OUT, UNDER FAUCET—DRY INSTANTLY 
@ BUTTON AND STRAP MOLDED AS INTEGRAL PARTS OF THE BOOT 
@ “BELLOWS ACTION” GIVES AIR CIRCULATION INSIDE BOOT 
@ SLIP ON EASILY OVER ANY WORK SHOE—CAN'T PULL OFF 
@ ONLY 4 SIZES TO STOCK 
@ NO FABRIC LINING TO SNAG OR TEAR 


@ ALL RUBBER, MOLDED 1 PIECE 
@ REASONABLY PRICED WITH A GOOD MARK UP 


| 


HEY BuD! 


We AbVeRnse (\\ 
IN LIFE, al 


SATURDay EV 
EN 
Posy NG 


TINGLEY RUBBER CORPORATION 903 Ross Street, Rahway, N.J. 
PARENTS: Send me new catalog, price list and name of nearest Tingley distributor 


Name 


Address 


AND |2 FARM | 
MAGAZINES « 
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NEW STARS Handbags Get Attention 


in the Broadway line it Antonio’s Bootery 
A STRIKING handbag display is one outstanding 
by J. W. Ca rter | feature of the new Antonio’s Bootery, 258 Yonge St., 


| in downtown Toronto. The firm operates another 
store at 15 Bloor St. W. 


More than 100 styles of handbags ore displayed in this top traffic 

Here are four shoes that are designed to create spot in the new Antonio's Beotery in Toronto, Ont. The display erec 

Sia is convenient to sales clerks ot the cash counter, os well as to 
traffic and volume for you. Notice that three of the shoppers. 

them are built on the popular pointed thin-toe last, The handbag department is strategically located near 


a feature that insures prompt acceptance by young the front of the store and the cash counter, where it 
men and all men who appreciate smart appearance. draws the attention of all of the customers 

More than 100 handbags are displayed on four wall 
Like all shoes in the Broadway line, these shoes 
are made to sell at popular prices with a full 
markup for you. They are available in tan or dark es 
brown as well as black, and in a choice of leather | Q 
or crepe soles. And like all J. W. Carter shoes | % , Gy uw 
they are built with genuine leather insoles —a Wi 4 / A 6a’, ad 
feature that means greater comfort for the wearer. 





BRINGS CUSTOMERS BACK 
TIME AND TIME AGAIN! 


2 >. 
Scotts No. 405 


Metatarsal Insole 


These consistently fast sellers 
are helping to bring foot com- 
fort to thousands of people 
and repeat profits for deal- 
ers. Topped with beautiful 
colf, there's a thick, foot- 
cushioning insole of resilient 
sponge rubber. Contains our 
hand-finished metatarsal pads 
ond arch supports. 
STOCK NO. 405 
Lodies—3 to 10 Men—¢ to 12 


$16.80 Doz Pairs 
$191.50 Gross Poirs 


Sees ee 


Write for Complete Catalog 


SCOTT 
J. W. Carter Company | BeQgaatiwreges 


P. ©. BOX 30 © NASHVILLE, TENNESSEE 1701 WEBSTER ST.-OMAHA, NEBR. 


For prices and full details see the Carter 


man in your area, or contact the factory now! 
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shelves under indirect lighting. The store features 


bags in fabrics and colors to blend with any shoe or 


costume. 


The new store continues to focus merchandising ef- 


fort on fast fashion in the middle price ranges. The 
price bracket on high heels is $14.95 to $17.95, on 
flats and little heels, $9.95 to $11.95. 

Large display windows are a design feature of the 
new store. The north window, in particular, extending 
along Trinity Square from the corner, provides a large 
two-level stage for dramatic style presentation. 

The interior combines informality with old 
world atmosphere. Striking touches of individuality are 
added by unique features: an imported brass chande- 
lier, benches covered with gold velvet, high-back Renais- 
sance chairs in the “Tapestry Room” at the rear of the 
shelves of colored cathedral glass and 
movable, full-length mirrors. 


store 


store, display 


T. V. Gimmick Attracts Shoppers 
MARMER'’S Shoes, Western Hills Plaza Shopping 
Center, Cincinnati, O., 
attract 


used closed-circuit television to 
window shoppers. 

A portable remote control camera and a monitor were 
set up in the window of the store and passers-by could 
see themselves on television. The gimmick attracted 
heavy traffic and Saul Marmer, proprietor, kept the 
camera working on Sunday in order to attract the Sun- 
day window shoppers too. 

The television promotion device was publicized in 
local newspapers and blowups of the advertisements 


were also placed in the store window. 
(f MEN’S 


Lightweight, durable 
SHOE TREES 


Made of durable plastic to 
match today's lightweight foot- 
wear. Aero-lite trees 
weigh half as much 


© 3 STANDARD SIZES 
© ATTRACTIVELY BOXED 


© PRICED TO SELL AT 
$1.79-$1.89 WITH 
FULL DEALER PROFIT 
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THE TOUGHER HIS JOB 
THE MORE HE BABIES HIS FEET 


He has to. His feet are his livelihood. And the life 


of his foot is in the sole of his shoe. That’s why Vul- 


Cork soles are worth more to him. 


They're important to his job, and his day’s 
comfort is your day’s business. 


Vul-Cork Sole Div., Cambridge Rubber Co., Taneytown, Md., Makers of Vul-Cork 


VUL- CORK & & 
VUL CORK NEOPR 


$0 light, so flexible, so resilient,you can roll them up. . .right in the palm of your hand. 





What the Leather Lines 
Are Offering for Fall 


(CONTINUED FROM PAGE 
meleon, a green blue or a blue 
green, and sunday silk, ashes of 
roses. 

The group of beiges is a big and 
important one. New colors include 
old smokey, a true beige; dogie, a 
medium tan and root beer, a really 
dark brown. Also in the beige-to- 
brown group are three repeated col- 
ors with new names: piccalilli, for- 
merly tobacco; stampede, formerly 
prairie tan, a dusty tan with a little 
green in it; greengo, formerly gila 
monster, a lively olivey green. Bar- 
becue, a new rusty tone, is expected 
to sell in volume. Repeated colors 
are gold brick, shadow mauve and 
war paint. 


52) 


Color and the way we use it are 
influenced by the Oriental and 
Scandinavian countries where “af- 
finities in nature’s colors” are used 
with finesse and authority, com- 
mented Jean Olds, fashion director, 
E. Hubschman & Sons, Inc., in pre- 
senting Fall 1961 colors. 

3rown is the leading color fam- 


ily: snuff, repeated color, winter 
neutral; dear brown, repeated and a 
taupe for volume selling, good to go 
with purple; molasses, a dark 
brown to replace town brown as a 
basic; foxy for stacked heel shoes, 
good trimmed with molasses. Other 
colors in the beige-brown group 
are: gazelle, detailed with dark col- 
ors for fall; topaze, very near to 
vicuna, for wear with purples and 
greens in ready-to-wear; red head, 





Additional reports on the fall 
leather lines will appear in the 


RECORDER for February 1. 





known as pottery before and shaded 
for fall; fudge, a rich medium 
brown; eager beaver, a versatile 
color, influenced by green; Bombay, 
a good medium brown, attractive 
trimmed with black matte; banker’s 
gray; spice, a good red brown. 
There is also some fashion interest 
in town brown and walnut, taking 
them out of the category of just 
steady, continuing staples, accord- 
ing to Miss Olds. 

There is strong interest in rich 
Renaissance colors, she noted. 
There is a group of these colors: 


jungle green, a new color, and deep 
eggplant shade, also 
new; dynasty blue, lighter than 
flight and requiring promotion, 
dragon red, with brown in it, good 
for wear with purple. (Tarteen is 
another green.) Basque and cherry 
are basic reds. Dragon is the pro- 
motion red. 
Ten more or 
including black, have 
in unlined, white-backed, 
leather. In the matte leathers, 
unlined, all 
Matador is the black matte; Italian 
the shade in 


purple, an 


less basic colors, 


been used 
boarded 
all 
available. 


colors are 


brown, town brown 
matte. 
Hubschman's 
mina, is made of pearlized crushed 
fish 
jungle green; deep purple; banker's 
gray; famous flight black. 
Black is made in luster (Lumina); 
matte; dimension. A new 
shoe entirely of black matte 
will be: 


luster leather, Lu- 


scales. Colors are: bronze; 


blue 


idea is a 
Pro- 


motions deep, rich col- 


ors; winter neutrals; medium tones 


early. 

More and brighter colors for fall 
are news from Irving Tanning Com- 
pany. 


Shoe designers will be more 


... presents 
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progressive in their use of colors, a 
spokesman for the company com- 
ments. Reviewing the color story, 
he notes that the strong demand for 
purple this year has turned now to 
wine shades, vivid plum pinks, sun- 
set hues and fire colors. 
The Fall Colors 

These colors appear in the fall 
line as a raspberry shade with 
an orange overtone, of the 
triumphs during the New York 
showing; kumquat, the orange 
shade of the ripened fruit; caribe 
orange, muted with a caramel over- 
tone; and plumtree, a reddish wine 
This has 
also been selected by sixteen-year- 
old Alice Mitz, a new fashion con- 
sultant at Irving Tanning, follow- 
ing her winning of their Teen Age 
Fashion Color Contest held re- 
cently. Another important color is 
jungle, a vibrant gold, also rating 
high with the teen set, as is bongo, 
a splashy and bimini 
green, color of the Caribbean sun- 
rise. There are also Christmas tree, 
a sturdy green; sumatra, a rasp- 
berry pink and return favorites 
such as purple cow, grappa 


one 


and a company favorite. 


turquoise 


and 
bayou. 


Basics, the Irving spokesman con- 
siders, are starting to lean toward 
the gray family. Bismark is an ex- 
tremely light blue gray to be 
watched in connection with winter 
bone; smoke is the same light basic 
family. And then there are smoke- 
screen; seal gray, a charcoal; gun- 
smoke; ocean gray and repeated 
grays—gray matter, gunmetal and 
atmosphere. Willow, a _ repeated 
color, a soft, very light moss tone is 
very much influenced by gray. A 
promotion is coming up in steel 
gray for men. 

Although gray is growing in im- 
portance, the brown family is still 
the strong leader in shades such as 
nutshell, darker brass brown, this- 
tlewood with its caramel shading 
and whisper, a “wonderful” beige 
Cousin to brown is the 
yellow called 


bone. 
brighter 
curry. 


browned 


Men's Colors 

In the men’s color picture, Irving 
Tanning considers that they have 
found the perfect green brown, 
maple and tawny tones for casual 
These include: Rawhide; 
Glendale; Empizo; Buckskin and 
full grain Uniglove. Rawhide is full 


wear. 


grain with an aniline finish; Buck- 
skin, full grain with natural texture 
and the look of genuine deerskin. 
Galliano has an aniline finish and 
fine waxy look. Signorina has a fine 
hand-boarded texture. 

Three Moods 


Three moods are represented in 
fall fashion trends, as pointed out 
by Dorothy Anderson, fashion di- 
rector, in her presentation of col- 
ors and leathers for A. C. Lawrence 
Leather Company. The Elegant 
Mood features polished Devon Calf 
and Finessa. Highlighted colors are 
alexandrite and mulberry, two red- 
dish plum tones; bluegrass and vic- 
torian green, both blue greens; es- 
presso and jet brown, both deep 
browns; otter, a natural fur tone in 
both leathers; partridge and nutria, 
medium brown shades. Shoes on 
pointed lasts with high slim heels 
are lined with brocaded lambskin 
leather, toned to complement the 
shoe color. Black jet, so in tune 
with this elegant mood, is inter- 
preted by Black Diamond Patent 
leather as an accent or combined 
with featured colors. 

The second group is the Contem- 

(CONTINUED ON NEXT PAGE) 
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What the Leather Lines The Casual Mood is the third 
group, both suburban and urban. 


Are Offering for Fall It highlights the Grecian influence 
(CONTINUED FROM PAGE 57) in the use of terra cotta tones rang- 
‘ ing from deep autumn leaf Devon- 
porary Mood. Here clear bright col- .:.. calf through Georgia clay 
ors put the emphasis on the inside pevon Calf; Titian in Finessa and 
of the shoe with a group of bril- Aamadora, to redhead in Teeko. 
liant lambskin linings, suggested The British influence, believed to 
for both fully lined shoes and as be jncreasingly important because 
sock linings in unlined shoes. Col- of the trend in men’s shoes, high- 
orful shearling lambs are featured lights the golden leather tones such 
in this modern mood, both for as brown gold in Amadora and Cas- 
bright impact in short-haired boot bah; olivey greens such as mistle- 
linings and luxurious dramatic ef- toe and green gold in Devonaire; 
fects in the “at home” shoe. olive in Amadora; winter pine in 
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Teeko; otter as the neutral in this 
group. Dark browns, such as es- 
presso Gadabout and brazil nut 
Amadora are also suggested. 

Color combinations are played 
throughout the three groups and 
considered important for Fall 1961. 


Biggest color family for fall is 
the brown family, according to Billy 
Howard Frankel, fashion director 
of G. Levor & Company, Inc. The 
range is a wide one, including 
golden and blackened browns and 
the newest reddened shade—rai- 
sin, a newly lightened cordovan. 
Darkest of the browns is sable; 
with partridge going into the mid- 
dle tones. These include still lighter 
middle shades, twig and fig. Clove 
and mocha show a gray influence, 
and mocha is a taupe-brown. Cedar 
is a warm middle brown; tabasco, a 
peppery, spicy shade. 


Green, Red, Purple, Gold 

Green goes in two directions. 
Spruce, a blued green, dark but 
with life and warmth, is the new 
shade. Yellowed green will be vol- 
ume. Olivewood is a grayed green. 
The reds also show two influences: 
brown and blue. Redwood is a 
browned-over red. For a brilliant 
yellowed red there is madrilene and 
there is scarlet as a good bright red. 
The purpled family is well repre- 
sented by grapevine, purple with a 
strong red influence. The gold in- 
fluence is seen in solid gold, a 
brassy shade, and cashew, a new 
camel color. 

Nearly all the fall color range is 
included in both Vorella suede and 
Brasilia, Levor’s textured tannage 
which combines a shoe glove and an 
apparel tannage. Brasilia is in lined 
weights only. Color combinations 
are important in fall styles, accord- 
ing to Mrs. Frankel and she showed 
pullovers in unusual and rich two- 
tone combinations: raisin with red- 
wood; tabasco with redwood; 
spruce green with madrilene red. 
Contrasting two leather surfaces in 
the same color was also stressed by 
Mrs. Frankel. 


Berkshire leathers for Fall 1961 
reflect perfect coordination with 
this season’s best casual style and 
color trends, according to a J. 
Lichtman & Sons’ spokesman. These 
leathers include Berkshire Taconic, 

(CONTINUED ON PAGE 60) 
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look to CONVERSE for summer’s top sellers 


f 


Converse 


SEE THE CONVERSE MAN i 
TE y f With Write or phone today for 


additional information or 


footwear 


to have a salesman call. 
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What the Leather Lines 
Are Offering for Fall 


(CONTINUED FROM PAGE 58) 
a supple, full grain genuine aniline 
glove leather, and its companion, 
Berkshire Taconic Knobby, a subtly 
shrunken full grain for luxurious 
draping and hand. 

Berkshire leathers also include 
two lighter weights for flats, skim- 
mers, boots and some lower heel 
styles, made in the season’s smart- 
est These are Berkshire 
Premier Knobby, a subtle, shrunken 
natural grain, and Berkshire Pre- 
mier Capri, a glove leather that is 
both shrunken and crushed to pro- 
duce a unique hand and drape. 


colors. 


Berkshire Legant 

A new leather for next fall is 
Berkshire Legant, a smooth mellow, 
glove-type leather that offers excel- 
lent cutting economy to volume 
dress casual shoe manufacturers. 
The Legant leather is also made in 
three smart textures: Baby Beaver, 
Pandorra and Durban, in a full 
range of basic shades and a group 
of fashion semi-aniline colors. 

The following color ranges are 
being made in Berkshire leathers 
for fall: neutrals; transition colors 
from beige to brown; yellows and 
greens. The neutrals include bone, 
smoke and taupe. The transition 
into brown are bonanza, caramel, 
bimini and bronze. The yellows and 
greens comprise gold, paella, loden 
and bavarian. In the specialties 
there are Chinese red, clay, crim- 
son, teal, lilac, orange and vista, 
besides black and white. Dress col- 
ors in Berkshire Legant are briar, 
partridge, town brown, burgundy 
and flight blue. 


At the Ohio Leather Co., three 
Fall 1961 lines of calfskin leathers 
have been presented by Naomi 
Sloan, fashion director: regular pol- 
ished calfskin, Candlelight, their 
luster, and Plushy Calf, an unlined 
weight for tailored and_ sports 
shoes. 

In smooth calfskin there are 
seven new colors. Black chocolate, 
an up-dated town brown, will be 
basic. Gazelle, a browned taupe, is 
a fashion color. Raisin, a chameleon 
color with a no-color look, is for 
promotion. An even bigger promo- 
tion color is mulberry, a red-tinted 
purple, more like magenta. In the 


60 


camel-to-brown family, the two new Co. lies in the development of a 


colors are woodland brown, a me- 
dium clear tannish brown for more 
tailored shoes, and tobacco leaf, a 
darkened camel with a hint of green 
in it. Clover is a true green without 
There are also 11 re- 
peated colors. Among these there 
are three in the brown family 
suggested for one-colur shoes or 
trimmed with black. These are 
meadow brown, a medium shade for 
volume: briarwood for tailored 
shoes; burnt sienna for sportswear 
promotion. Off-white gardenia is 
good for trims and accents, accord- 
ing to Miss Sloan. Black calf re- 
mains strong. It will be used alone 
and with color accents; also com- 
bined with black Candlelight, the 
luster. 

New colors in 
golden copper; 
green; lipstick red; mulberry; dia- 
mond, a new silvered tone, and 
royal purple. In Plushy Calf—ex- 
clusively for unlined shoes—there 
are nine new colors and black. They 
are mulberry, French mustard, cin- 
namon, raisin, green, teal, medium 
gray and, for tailored shoes, rustic 
brown. 


any yellow. 


Candlelight are 


caviar; envy, a 


Biggest news at Surpass Leather 





LIA Offers Retail Kit 


A 


~ 


of 
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LEATHER 


MAKES GREAT 
FASHION POINTS 
FOR SPRING 


Stow Vas 


Leather Industries of America included this 
newspaper ad layout in a merchandising 
package being mailed to retailers this month. 
It was one of two layout suggestions in the 
kit, which also contained tent cords and a 
copy streamer for use in a window or show 
case. Two display suggestions show retailers 
how to use the kit material. The theme of 
the industry promotion is “Leather Makes 
the Fashion Point.” Kits are available from 
LIA, 411 Fifth Ave., New York. 


radically different approach to tan- 
ning and cutting. “Core,” or “The 
Heart of the Hide,” is the new 
leather made by the new process. 
This consists in cutting the hide 
into sections. Each section is tanned 
in the way that is best suited to its 
type. The result is superior leather 
with minimum waste in cutting. 
The new dyes developed for the 
“Heart of the Hide” make it possi- 
ble to produce a wide range of col- 
ors in a very short time, Sylvie 
Hamilton Gallagher, fashion direc- 
tor, pointed out. 

There are two fashion 
fall leathers, she notes. One is the 
blackish look. The the 
group of bright colors, warm and 
feminine, not shocking. The black- 
ened look is seen in K’ang-aline, an 
aniline in Capre kid, a 
shrunken, polished surface and in 
Sabbia, a shrunken grain, aniline 
leather, a new tannage designed for 
both lined and unlined on 
stacked heels. 

Lusters are very important in the 
Surpass fall line. They include Por- 
celain Kid, Luster Kangaroo and 
Luster Baby ‘Gator. There is 
Surama, a textured, luster 
kip. New luster 
molten gold, green gold, royal pea- 
cock, pink wine. Confuchsia, a red- 
dened purple, chosen by the Tan- 
ners’ Council, is the way purple will 
go for fall, according to Mrs. Gal- 
lagher. 

Colors 


stories in 


other is 


kangaroo; 


shoes 


also 
unlined 


colors include 


with the blackish look 
have been coordinated in Capre kid 
and K’ang-aline and especially se- 
lected for tailored shoes. Included 
in these colors are: willow wand, a 
darkish with green over- 
tones; firebrand; woodcut; snuff; 
incense; winter pine; cinnamon. 


brown 


DANISH shoe producers have de- 
cided to form a special export asso- 
ciation for the companies which are 
interested in promoting Danish 
shoes in new markets. It is expected 
that such an organization would re- 
ceive support from the Danish Ex- 
port Promotion Fund, which would 
pay half of the advertising costs 
overseas and support part of the ex- 
penses incurred in exhibiting, as well 
as taking part in market analysis. 
Discussions are being heid about 
hiring an export consultant and fi- 
nancing his trips in Europe and 
other continents. 
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Brown s Shoe Fit Company, Atlantic, lowa. Contractor: Allied Engineering Co., Atlantic, lowa. Installed by: Voss Glass Co., Atlantic, lowa 
PPG products installed: PITTCO Premier Store Front Metal, CARRARA® Structural Glass, Polished Plate Glass. 








A PPG Open-Vision Front 
gives you an edge over your competition 


It's hard for customers to stay out of a shoe store as attractive as this. 
It is Brown's Shoe Fit Company in Atlantic, lowa, and the attractive 
appearance of this shop is largely due to the Pittsburgh Plate Glass 
Open-Vision Front the owners installed when they remodeled recently. 
An inviting store front like this can increase your business and give you 
a competitive edge because it invites customers inside. 

It has been proven time and time again—business picks up when you 
build or remodel your shoe store with a PPG Open-Vision Front. We 
have testimonials from retail stores all over the country telling us so. 
And if you intend to remodel, chances are the cost of your new front 
will be offset by increased business. For more information, send for 
our free booklet or contact your Pittsburgh Plate Glass branch or dis- 
tributor. There’s one near you. 

Pittsburgh Plate Glass has the complete package to give your shoe store the 
Open-Vision Look: Pittsburgh Polished Plate Glass; a complete line of beautifully 
finished PITTCO® Store Front Metal; TUBELITE® aluminum framed doors with 
glass panels; HERCULITE® Tempered Plate Glass Doors and WEST Tension Pol- 


ished Plate Glass Doors, both with aluminum, bronze or stainless steel frames; 
PITTCOMATIC® Automatic Push-pull or Mat-operated Door Openers. 


ip Pittsburgh Plate Glass Company 
WG 


Paints « Glass « Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 


January 15, 1961 
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Pittsburgh Plate Glass Company 

Room 1109, 632 Fort Duquesne Bivd 
Pittsburgh 22, Pennsylvania 

Please send a free STORE FRONT booklet to 
Name 

Address 

City 


State 


Store 
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To put MORE 
IMS 


in your SALES... 


Bantam-Rib 


FASHION SENSATION OF THE YEAR! 


. 20% LIGHTER! » MORE SPRING-ACTION! + EXTRA PROPULSION! 


RIPPLE® Sole set a new fashion trend in footwear — and from the enthusiasm of 
shoe stylists, manufacturers and retailers, the new Bantam-Rib will be an even greater hit 
than the original. That's because this IS the Genuine RIPPLE” Sole — trimmed, slimmed, 
to revolutionize Spring selling! Springier, more fashion-wise than ever, Bantam-Rib 
is already ‘‘selling’’ a whole galaxy of Fashion Stars for top footwear firms! 
New Spring styles for Men, Women available NOW! 


®TM Ripple Sole Corp. GET THE FACTS! Write: 
BEEBE RUBBER COMPAN Y 


NASHUA, NEW HAMPSHIRE 
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Letters... 
‘The Needle Toe Rut’ 


Editor: 

I thoroughly enjoyed your editorial, 
“The Needle Toe Rut” [Recorper, Dec. 
15], but where were vou when we were 
howling for help a year ago? Your arti- 
cle is and in all 
manufacturers 


seriousness | 
the 
views you express relating to the “di- 
minishing audience.” Keep up the good 
work WE NEED A VOICE. 
A. SAMUELS, PROPRIETOR 
THE FAIR STORE 


timely 


hope our consider 


BENSON, ARIZ. 


® The editorial to which Mr. Samuels 
refers asked, “Need we continue to tread 
the monotonous straight and narrow path 
There must be 
fashion-authenticated styles to accommo- 
who, 


in fact, have perfectly normal foot sizes 


of the last three years? 


date a broader base of customers 
and shapes and who cannot wear the ex- 
tremes we are offering them today.” 


Editor: 

In answer to your editorial, I will go 
you 100 but I 
that for extra sale 
made because of the needle toe, there is 
mak- 


along with cent, 


state 


per 


further every 


a sale lost to the women who are 


ing their old shoes do and are stubborn 
in not buying the new styles. 

Talking about style, how much busi- 
ness would you say the industry has lost 
since men’s combinations of black-and- 
white and brown-and-white and all-white 
summer shoes have gone out of style? 
I think you will agree that the pairage 
would be staggering. 

Every year the industry has floundered 
trying to promote nylon mesh, shantung, 
perforated shoes and now lightweights. 
It has gotten to the point where a man 
can wear the same shoes in July that he 
wears in January and not look out of 
place. I ask “What is the solu- 
tion?” 

I may as well get another problem off 
my chest regarding safety 
There was a time when the average re- 
part of his 
However, in recent years the 


you, 


toe shoes. 


tailer considered these a 
business. 
factories have gone into the shoe busi- 
ness and are selling shoes to their help 
at below which has the 
stores that carried these shoes to give 
them up. Don’t you think that we have 
lost pairage in the industry because of 
this? 


cost, caused 


JACK RUBENSTEIN 
ROCHESTER SAMPLE SHOE STORE 
SYRACUSE, N. Y. 


The Price of Show Attendance 


Editor: 

If we don’t find some way to curtail 
the expense of traveling, a great many 
of the regional and national shows, 
whether they be shoes, leather or some 
other commodity, will have to go by the 
board. 

We had the evidence of this at Chi- 
cago and at New York. The retailer will 
not make that long trek across the coun- 
try as he did in the earlier days when 
the cost of traveling and living at the 
hotels less than it is 
today. 


was considerably 


S. MILLO HERR 
EBY SHOE CORP. 
EPHRATA, PA. 


‘Clear and Concise’ 
Editor: 

William A. Rossi’s article on the moc- 
casin (“What's in a Shoe and How to 
Sell It”) appearing in the Dec. 1 Re- 
CORDER is excellent. It is very clear, con- 
cise and easily points out the difference 
between a genuine moccasin and mock 
moccasin. I hope every retailer in the 
country reads this article and will pass 
on the word to the consumers. 

ROBERT N. BASS 
Gc. H. BASS & CO. 
WILTON, ME. 
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Spring Comes Early to Boston 


BOSTON—A significant develop- 
ment here as 1960 ended an 
unexpected demand for early spring 
One prominent retailer who 
had taken delivery of these during 
November and December reported 
that 10 per cent of the new shoes 


was 


styles. 


Denver Women Purchase 
Blue, Moss and Spindrift 

DENVER—Shoe retailers here be- 
gan the year with inventories much 
lower than a year ago, clearances in 
full swing and 1960 sales increases 
in their books. They all predicted a 
good 1961. 

Dealers report a large demand for 
the perennial patents for women. 
Some retailers also say high colors 
selling. China blue, moss and 
spindrift shoes, the majority of 
them styled in smooth leathers, are 
important in the middle-price lines. 
Milk chocolate colors are outselling 
the lighter shades in several shops. 
There is also interest in navy, red 
and green. 


are 


Triple needles are volume sellers 
in Denver and the double needles are 
the volume sellers in the smaller 
Colorado centers. The quadruple 
needles are the leaders in the very 
expensive lines. 

Slim heels, from 18/8s to 24/8s, 
are in demand. The highest heels are 
selling in the more expensive lines. 


San Francisco Retailers 


Promote Party Footwear 

SAN FRANCISCO—Party shoes, 
dance-til-dawn shoes in striking col- 
ors and decorative patterns and plain 
black, slim-line shoes for evening 
wear were all promoted heavily here. 

Frank Werner got 
with a double feature sale of a dressy 
pump and a matching bag in alliga- 
tor-lizard at $35. The regular value 
of this combination was $49.50. 


good results 


Early snow sparked ski boot pro- 
motions in a number of stores. One 
store, The Tall Girl’s Shop, added a 
new twist by advertising “After 
Ski” These fleece- 
lined, black suede boots. 


boots. are soft, 
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were sold by early January. 
Of the spring medium 
grays and navy blues sold best in 


styles, 
casuals. Light beiges—even bone 

and blacks were the favorite colors 
Both smooth 
sold 


were 


in the dressier types. 
leathers and 


well. 


shags equally 


Closed toes very im- 


portant. 


Extra Pairage Cruise shoes, 
while not sold in the same volume 
as during 1959, nevertheless, gave 
when 
Mark- 
the 
Several 


some stores extra pairage 
featured at regular prices. 
were the rule on 

mainder of their stock. 

cruise styles carried rubber 
and heels. One of these, a 
white, glove leather flattie, achieved 
distinction by having a laced, bal- 
patterned vamp with contrasting 
laces in red, light blue, camel or 
black with the rubber soles match- 
ing the laces. 


downs re- 
soles 


low 


For evening wear, high-style re- 
tailers reported that the social sea- 
son opened with pump types con- 
tributing 90 to 95 per cent of the 
volume. In this category, 
novelty which did well 
sharply elongated shell carrying a 
20/8 heel somewhat resembling a 
high spool shape, but with much 
narrower neck and wider flared 
profile. This offered in both 
black and dyeable white satin. 


one 


was a 


was 


Demand Taxes Supply—The sale 
of boot types to women and of 
artics, rubbers and rubber boots to 
and children came 
emptying retail shelves. 
for rush delivery found wholesalers 
in the same boat. 


men close to 


teorders 


Boston’s retail shoe stores closed 
their books on 1960 with decreases 
of from 5 to 10 per cent compared 
to 1959. The decrease was less than 
expected a short six weeks earlier 
The smaller decrease was in stores 
carrying middle-of-the-road styles. 
The larger drops were in 
selling high-style, high-price shoes. 
The 
the wave of 
wear kept 
even higher. 


stores 


markdowns and 
for winter 
from being 


December 
demand 


decreases 


Resort Shoe Demand 
Ups Minneapolis Sales 


MINNEAPOLIS 


headed for 


Traveling wo- 
the South, Cali- 


fornia or a cruise vacation—helped 


men 


boost sales of better dress shoes 


and playshoes here and in St. Paul. 

Both white shoes and straw spec- 
popul 
A spec ialty 
striped fabric shoes were especially 
The 21/8 heel the 
height. The general 


* 1] 
Was still 


tators were ar for resort 


wear. dealer here said 
popular. was 
best selling 


style preference closed 


heel and toe 
got the nod of 


These were mainly open- 


Straw wedgies 
travelers. 
heel and open-toe styles 

Black heels 
also sold well for resort and spring 
One said he had 
few patents, but 
The 
numbers 


patents with 21/8 
wear. buyer 
shown a colored 


they were not moving well 


popularity of bone calf 


continued from last spring. 
Most colored shoes have not been 
too al- 
though a department buyer 
that green 
caught the shoppers’ 
there to be 

in old 


moving well for spring, 


store 


aid pale and violet 


fancy. How- 
seemed little in- 


und 


ever, 


terest standbvs red 


Various brown shades a 


navy. sO 

i for : 1] 
oomed big for advance spring sell- 
better shoes 


ng in 


Suede Is Seen Most Often 
At Chicago’s Clearances 
CHICAGO 
money freely here at well-attended 
Although shoes from 
lines on the 
the 


Customers spent 
clearance sales. 
all 
tables, 
most. 


regular appeared 


suede items were seen 

Sales in men’s shoes are beginning 
a modest climb. Black slipons with 
side goring or boxer tops are gaining 
Demand also is 
shoe for 


wear. The weight, however, must be 


each month. rising 


for a medium-heavy winter 
coupled with flexibility. 

the 
demand for nylon in children’s shoes. 
Instead, blue and white saddle ox- 
fords the and 
white saddle sales are slowing down. 


The wintry weather cut into 


are on rise. Brown 
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Retailers Will Promote §¢, Louis Stores Slash Prices 


Pinkish Red and Lilae 


MILWAUKEE 
closed at a strong level. 
claim that December 
activity up for their early 
winter slump. Dealers confi- 
dent the winter's 
spring will bring good 
sults. 


Holiday volume 
Most buy- 
ers sales 
made 
are 
balance and 
sales re- 
Salons demand 
for 
pointed-toe flats, mules and slings 
for the 


heavy 
Open 


report a 


dyeable shoes. shoes, 


are accounting big share 


of store volume. 


Important Colors—Important co!- 
ors noted in the early cruise wear 
the coffee-cream 
and Both these 
shades are expected to inspire con- 
for spring selling. 
promotional spring 


action are new 


beige hues lilac. 


sumer interest 
Due for heavy 
plugging are pinkish red and pale 
blue, according to buyers. 

8/8 stacked-heel 
being favored by the 
shoe 


are 


Soft, unlined 


numbers are 
custom- 
plunking 


pointed-toe 


more mature women 


ers. Younger girls 


down their for 
flats. 
Black patent 


are moving at a good pace. Suedes 


coin 


patents and trims 


have been a disappointment. 


Double 
continue 


Last 
and toes 
firmly all 
Key salon buyers, however, are con- 
vinced that the shoe industry has 
stood still too long on the stiletto 
last. The toe situation, they claim, 
is at a standstill. They feel that 
more than last is needed to 
stimulate interest in expanded shoe 


Needed: 
triple 
established 


A New 
needle 


over town. 


one 


wardrobes. 

Patent leather and nylon velvet 
continues to for the bulk 
of the young girls’ shoe volume. 
Children’s shoe retailers predict 
more clearances than in the previ- 
The reason: dealers have 
been forced to stock a greater por- 
tion of style items in their chil- 
dren’s footwear inventories. 


account 


ous year. 


Preferences in men’s departments 
for slipons and _ high-risers; 
grains and smooth leathers, and in- 
verted seam detailing. 


are 
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ST. LOUIS — Christmas 
came down. Clearance signs went 
up. St. Louis shoe retailers began 
a new year. 


posters 


Markdowns are extremely drastic 
on women’s fashion shoes. In past 
seasons, savings to the consumer 
averaged 15 to 20 per This 
year, customer savings are running 
35 to 50 per cent. Department stores 
selling $20 pumps for under 

The buys terrific — the 
crowds, sparse. 


cent. 


are 
$10. are 
Men's 

have 


Many Boots, Few Buyers 
and children’s departments 
fewer pairs to clear and are antici- 
pating less grief in moving them. 
Teen novelty patterns may prove 
sticky, one store buyer says. Major 
stores have many brushed leather 
high-rising weighing down 
teen clearance tables. 


boots 


The pace of shoe selling remains 
sluggish here. Suburban family 
stores in Clayton, Maplewood, Kirk- 
wood, Brentwood, Crestwood and 
Florissant report traffic 
and livelier selling days than down- 
town merchants. Much of the buy- 
ing is during night hours. Suburban 
benefitted by a late 
December and the excellent 
boot and overshoe the 
snow triggered. 


heavier 


stores were 
snow 


business 


There are 
regular 
double needle 


Regular Markup Too 
patterns selling at 
prices. They include: 
black patent flatties with gold buc- 
kles for teenagers; matrons’ cuban- 
heeled black calf walkers; men’s 
black 2-eyelet bal oxfords in smooth 
leathers and featuring stitch-and- 
turn detailing. Also, young men’s 
heavy brogues in orange 
colors with perfed wing 
women’s and teen’s exotic jeweled 
flats to wear with lounging pants; 
and pre-teen girls’ brushed gray 
flats buckled on the side and using 
foam crepe soles. 


also 


russet 
tips; 


Resort and early spring patterns 
blooming in 
ments under a variety of eyecatch- 
ing banners. One such banner is 
“Fashion is pure marmalade at 
Famous.” Marmalade-colored foot- 
wear is on display in the store and 


are women’s depart- 


in Famous’ street windows too. The 
footwear is shown as an accessory 
to cruise apparel. Patterns include 
a 23/8 purple kid pump with a large 
ruffled medallion; an 18/8 white 
kid pump with a shocking pink over- 
lay, heel cover and rectangular 
buckle-button ; 23/8 purple 
ombre and beige ombre pumps of 
all-over shirred kid. 


and 


Resort Points— Most 
terns shown are triple needle, but 
more than a few feature open heel 
and open toe. There is also a show- 
ing of tapered, not pointed, styles. 
Treatments include a leopard vamp 
band; black patent strippings with 
white, and red, white and blue com- 
on 


resort pat- 


binations dressy 
Colors are both pastel and strong. 

Retailers that shoes 
are moving better now than they 
usually do at this time. At least 
one buyer said this was because 
customers had no carry-over of 
triple needles in their wardrobes. 


spectators. 


Say resort 


Baltimore Retailers Say 


Bone Continues Popular 


BALTIMORE—The triple needle 
popularity now extends into medium- 
price lines here. 

Earlier, triple needles sold in high- 
price fashion outlets and double 
needles held top spot in other outlets. 

Stacked heels continue popular in 
lower heights on tailored shoes. 

For spring, will maintain 
popularity, patents will be big, black 
leather will be strong and navy will 
be down. 


bone 


Baltimore retailers say they can- 
not get enough jet heels for children 
and it is becoming increasingly im- 
portant. 

Spring shoes for men will continue 
to be smooth and lightweight. While 
there is interest in 
men’s retailers expect dark tones to 
remain best sellers. Sales of tapered 
toes are on the increase. 

Retailers claim 1960 sur- 
passed those of 1959, although, as re- 
cently November, many of the 
same retailers were hoping only to 
break even. Gains are from 3% per 
cent up. 


bronze colors, 


sales 


as 
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Discount Store Boom Rocks Houston Retailing 


Globe Discount City and similar 
marts, with their slashed prices 
and Sunday openings, have had 
a mighty impact on shoe retail- 
ers and other merchants. But es- 
tablished stores are fighting back 
by improving their services. 


By BARBARA WEXNER LEVY 


HOUSTON — The spectacular 
holiday opening of Globe Discount 
City, Houston’s newest and largest 
open-door discount department 
store, climaxed a year that saw this 
city’s wide open spaces become a 
prime target for the low, rambling 
structure known as the discount 
house. 

The effect of these operations on 
consumers, shoe retailers and re- 
tailing in general has been phenom- 
enal—in some cases. disastrous. 
Talk and speculation—from foot 
stools to bar stools—centers on 
little else. 


Premature Sales—Because of the 
discount store pattern of slashed 
prices, long hours and Sunday open- 
ings, retailing in Houston has been 
thrown into a tailspin. Large and 
small stores alike have been forced 
into premature sale periods. Large 
volume concerns have emphasized 
and over-emphasized discount and 
slashed prices in their advertising. 
The clergy, mayor and retailers 
have rocked in a turmoil over Sun- 
day openings. And there’s even 
cringing speculation concerning 
unions’ reactions. 

This potful of events reached the 
boiling point with Globe’s smash 
opening. The reasons: (1) Globe’s 
open-door policy; (2) its hard-hit- 
ting advertising, and (3) its loca- 
tion—most accessible. 


100,000 at Opening — Locally 
owned and operated, the 101,000- 
sq.-ft. Globe mart debuted with a 
barrage of advertising that in- 
cluded billboards, TV, radio, news- 
papers and direct mail. As a result, 
opening crowds exceeded 100,000 
persons and traffic was so piled up 
that sections of the Galveston Free- 
way had to be temporarily closed. 


66 


The pace continues. 

Of the store’s 66 departments, 16 
are leased, including the shoe de- 
partment operated by Morse of 
Boston. This 4,000-sq.-ft. section is 
directly across from the main store 
entrance. 


5,000 Pairs in a Day—lIf 
departments in the store were busy 
at the opening, so was the shoe de- 
partment. Over 5,000 pairs were 
sold on opening day. More than 20,- 
000 pairs were sold during the first 
10-day period. And this was from 
an opening stock of 35,000 pairs. 

“Fantastic” is the only way to 
describe business, claims shoe de- 
partment manager Hy Gabowitz, a 
30-year-man in footwear but a new- 
comer to the discount field. “The 
secret is keeping the counters 
filled.” And looking around, he 
says, “people like to serve them- 
selves.” 

Unlike that of other discount 
shoe operations in Houston, Globe's 
merchandise leans to the novel, ap- 
peals to the style-minded. Every 
type of footwear from work boots 
to tap shoes can be found. And the 
emphasis is gingerbread rather 
than basics. 


other 


women’s 
purples, 


Variety of Styles — In 
shoes there are greens, 
vinylite, jeweled flats, d’Orsays, 
Spring-O-Lators, wedges, gold 
mules, novel low boots—everything 
imaginable. Among children’s 
shoes are the hobo patch oxford, 
dance shoes, rain shoes, furry lined 
slippers. In men’s shoes there are 
bucks with crepe soles, pointed- 
toe loafers—and though the widths 
may be all D’s, they scream style. 

Shoe prices range from 37¢ for 
thongs to $20.97 for cowboy boots. 
Pairs are fastened together. At- 
tached cards denote department and 
stock number, size and price. Shoes 
are grouped on tables and racks 
according to styles. 


Employees Assist—The tables, of 
which there are about 11, are 
clearly marked with directionals 
that feature price and type of shoes. 
Additional signs advise: “Ask clerk 
for size.” Ten uniformed employees 


are on hand to assist in finding 
sizes. Small mirrors, rugs and 
chairs are strategically placed for 
customers’ convenience. 

Extra stock is kept under count- 
ers and in a rear stockroom. Check- 
out is through any one of 16 main 
stations. And what a sight to see 
a pair of T-straps lined up beside 
a bed pillow and a garbage pail! 
... but so be it. 


Faces Big Center—The location 
of Globe—between two of the 
heaviest traveled thoroughfares in 
the city and across from Gulfgate, 
a huge shopping complex (one of 
largest in South) featuring medium 
to popular price merchandise—was 
no accident. Nor has it played a 
small role in the store’s immediate 
success. 

But the location has also brought 
headaches, and at the same time 
swelled traffic for Gulfgate. Shortly 
after opening, Gulfgate 
merchants got together and the ma- 
jority voted to remain open on Sun- 
days to meet Globe’s competition. 
About half did, half didn’t. In Gulf- 
gate there are eight stores. 
Some are local, some are chains. At 
another eight stores handle 


Globe's 


shoe 


least 


shoes. 


Most Shoe Stores Close—So far 
as Sunday openings and shoe re- 
tailers are concerned, most stores 
chose to remain closed. Those that 
stayed open didn’t like it, but found 
Sunday business on a par with 
Wednesday, or equal to 70 per cent 
of Saturday business. Since then, 
with the mayor and clergy up-in- 
arms, most of the Sunday openers 
have publicly reversed their deci- 
sion. 

As for Globe’s effect on shoe re- 
tailers in Gulfgate, most agree the 
discount mart has increased total 
traffic in the area, and thereby 
helped rather than hurt business. 
The better departments feel rather 
complacent. Others feel that in 
some spots they’ll be hurt badly, in 
some spots, little, and in still others, 
not at all. 


Other Discounters Globe, 
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though the most controversial, is 
by no means all of Houston's dis- 
count picture. 

To date, the city has four other 
major discount department stores 
in operation, ranging in size from 
60,000 to 100,000 sq. ft. 

Fed-Mart of San Antonio, a 
closed-door operation, started the 
surge in 1958. This firm opened 
another 75,000-sq.-ft. unit last No- 
vember. Fed-Mart is the only one 
of the big discount stores that 
doesn’t have a department. 


Basics at Sage—Second on the 
scene was Sage of California with a 
75,000-sq.-ft. rambler. Also a closed- 
door operation, it’s on the Gulf 
Freeway. The leased shoe depart- 
ment measures about 3,000 sq. ft. 

Though footwear for the family 
is carried, most styles are basic. 
Shoes remain in their own boxes 
and are displayed on tiered racks. 
Price, size and style number are 
marked on the outside of boxes, 
and shoes are grouped according 
to size. In this store only, cus- 
tomers pay for their purchases as 
they leave the department. 

Shoppers Fair, which is open to 
the public and owned by Mangel 
Corp. opened a 60,000-sq.-ft. store 
in 1959. The shoe department, 
with about 3,500 sq. ft., handles 
but again 


shoe 


everything shoe-wise 


mostly basics. 


More Openings Ahead — What's 
the future of the discount store in 
Houston? Globe plans two more 
stores of equal size for spring ’61. 
A second Shoppers Fair will open 
before Easter. Sage has announced 
plans for two more stores of 100,- 
000 sq. ft. And Fed-Mart’s plans 
call for two more Houston stores. 
In addition a three-unit operation 
costing $10 million has been an- 
nounced by another local retailer. 

There appears to be no letup. 


As Globe Sees It—Globe’s 30- 
year-old president, Stanley Dan- 
burg, says, “Today retailing is un- 
dergoing the same change that 
brought the grocery business to 
maturity in the 1930s. The ad- 
vantages of the conventional de- 
partment store and the supermarket 
have been combined to produce the 
discount department store.” 

As for shoe retailers in the area, 
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This is how Globe Discount City in Houston looked on opening day. Scene is the store's 
checkout counters. Traffic was so heavy that part of a freeway was temporarily closed. 


they’re fighting back. Of course, 
fashion retailers need not worry 
or they until their 
tomers buy some of those little gold 
boots and slippers. But the answer 
does not lie with a pair of shoes 
or with price. 


80 say- cus- 


here or there... 


The Houston shoe 
merchants point out, is more ser- 
fit, brand 
what the 
what the 
and will 


answer, as 
vice, style, quality, proper 
names. This, they say, is 
shoe customer wants and 
established retailer 
offer in triplicate. 


can 


Modernize Buying Procedures, I.S. Urges 


MANY retailers are handicapping 
themselves by clinging to buying 
procedures that have become 
solete in the last decade, Independent 
Shoemen contends. 


ob- 


The organization says it found in 
a survey that “the average indepen- 
dent retailer still relies upon hap- 
hazard buying habits and incomplete 
records which hamper him seriously 
in planning his seasonal merchan- 
dising programs.” I.S. warned that 
the independent won’t be able to 
compete with larger chains and 
department stores unless he revolu- 
tionizes his blueprint for buying. 


Faster Fashion Turnover — LS. 
takes up this subject in the latest 
issue of its Operational Know-How 
series, titled “Good Merchandising 
Starts with Intelligent Buying.” 

“Changes in our living habits and 
increased competition have heighten- 
ed the rate of shoe fashion turnover 
while extending the selling seasons,” 
I.S. Executive Director Frank T. 
Underhill points out. “The merchant 


can no longer depend upon satisfy- 
ing his customers with a minimum 
number of basic plus promotional 
styles. And he no longer has the 
guarantee that the winds of fashion 
won’t shift right in the middle of 
the season.” 


Eight Seasons—I.S. many 
smaller and medium-sized retailers 
shy away from better record-keeping 
because most programs are geared 
to large operations which can handle 
extensive paperwork. But there are 
many simplified perpetual inventory 
and stock control systems which can 
be tailored to any operation, LS.’ 
“Know-How” booklet states. 

The booklet also reminds the re- 
tailer that the two-season concept of 
buying is outmoded. Instead buying 
must be planned for eight different 
seasons, each with several special 
selling periods. 

I.S. advises the buyer to hold his 
initial seasonal orders close to 40 
per cent of the total budget and to 
save the rest for interval placement. 


says 
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Trade-In Offer Replaces Clearances 


CHICAGO—Adams Factory Shoe 
Outlet, a discount store, increased 
its gross by about $65,000 in 1960, 
largely by its use of new promo- 
tional ideas. Ben Green and Irving 
Kirshner operate the store. 

One of their most successful 
ideas, adopted during January 1960 
and repeated this month, is a $1 
trade-in offer on each pair of worn 
shoes with the purchase of a new 
pair. Using a mailing list of 15,000, 
the firm sent circulars to prospec- 
tive customers about Nov. 1. 


How Promotion Works—W hen the 
customer brings in his old pair of 
shoes for trade, they are tagged 
for charity and tossed into a display 
window. The customer is then 
given a stub from the tag which is 
worth $1 in credit toward a new 
pair of shoes. The deadline for this 
year’s offer is Jan. 31. The store, 
however, extends the purchase dead- 
line to Feb. 28 to customers who 
clip coupons from ads that Adams 
places in two daily papers. These 
customers must also get their 


trade-in shoes in before the Jan. 


31 date. 


Results? — “We repeated the 
trade-in promotion this month for 
three reasons,” says Ben Green. 

“First, it gives us a greater vol- 
ume. In January 1960 we gave 
1,047 worn shoes, in the men's 
women’s and children’s categories, 
to charity. We had a $22,000 gross 
in that month, with five full-time 
and three part-time salesmen in our 
new location.” This compares with 
a $9,000 gross in January 1959 be- 
fore the trade-in offer was used. 
The latter total was recorded under 
the company’s former two-store op- 
eration, but only one less salesman 
was employed. 

“Second,” says Mr. Green, “the 
promotion rids us of the January 
clearance nuisance. Customers se- 
lect in volume from a full stock, 
and we achieve the benefit of clear- 
ances without throwing undesirable 
styles on tables. 

“Third, we economize on adver- 
tising costs.” 
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Athletic Footwear Division 


BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 
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Sport King 


Men's: Black or Smoke 


Miss Vermont ’61 Sells 
Slippers, Boosts Business 


BRATTLEBORO, VT.—Wendy 
Masino, Miss Vermont of 1961, 
played the role of hostess and sales- 
lady during the holiday svason at 
Dunham's, leading Brattleboro re- 
tail shoe store. So successful was 
her appearance that all previous rec- 
ords were broken, according to 
Thomas F. Tier, retail department 
manager of Dunham Brothers Co. 

Miss Masino greeted all custom- 
ers, saw that each was seated and 
waited on, advised customers as to 
their selections, and also sold slippers 
and accessories. 

Her appearance at the store was 
the last of a series of special events 
scheduled during Dunham's diamond 
jubilee. 


Canadian Group Bought 


TORONTO — Maher Shoes, Ltd., 
Canada’s second biggest shoe chain, 
has bought a group of seven south- 
ern Ontario shoe stores formerly 
operated by Burt’s Shoes, Ltd., ac- 
cording to J. P. Maher, president. 





A top value ot 
popular prices. 
Littleway stitched 


Sizes 6-12, $4.15 
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Opportunity Ahead for 
Independent: Underhill 


WHAT'S ahead for the indepen- 
dent? 

Frank T. Underhill, executive di- 
rector of Independent Shoemen, says 
recent experiences of the bigger 
companies are proof that size can’t 
guarantee success: 

“A recent report 
by one of the large 
chains showed that 
although it opened 
over 50 new stores 
last 


closed 


also 
over 30— 
which would indi- 
cate that they were 
only about 60 per 
cent right in either 
selecting 
or good 
ment. 


vear, it 


locations 
manage- 
PRANK UNDERHILL 

“Another indicated that a 
large company showed 15 per cent 


report 


failures by its franchised stores de- 
spite the guidance of the parent cor- 
poration.” 

Mr. Underhill, in his New Year 
statement, says, “This can only add 
up to an ideal competitive situation 
for the independent, whether he be 
retailer, wholesaler or manufacturer, 
providing he uses the natural ad- 
vantages that belong to indepen- 
dence.” 

tut the I.S. director adds a frank 
“There isn't any doubt that 
many independents will fall by the 
wayside again this year, either be- 
cause of poor management, under- 
capitalization or both.” 

On the other hand: “Those inde- 
pendents who are alert and who also 
possess the ambition to avail them- 
of the wealth of advice at 
their disposal and then apply this 
knowledge, will find 1961 their best 
year yet,” Mr. Underhill states. 


note: 


selves 


Battelstein’s of Houston 
To Open 3rd Unit in August 

HOUSTON—Battelstein’s, one of 
this city’s oldest and largest spe- 
cialty store firms, will erect a $4.45 
million suburban store — its third 
unit—in the $12 million Sharpstown 
Center. Opening is set for next 
Aug. 15. 

The women’s shoe salon, featur- 
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ing fashion and designer footwear, 
will be leased and operated by Wal- 
ter Jones and Ray Heideman of 
Houston. It will occupy some 2,600 
sq. ft. of second-floor space. 

The children’s and men’s 
sections will be on the main floor. 
Nettleton will lease the 975-sq.-ft. 
men’s department. Although 
rangements for the children’s de- 
partment were indefinite, it may be 
leased to Ben Goldstein, who oper- 
ates the corresponding sections in 
the other two Battelstein stores. 


shoe 


ar- 
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Write today 
to learn what 


VOTAN “SurceSoLe” 


with “G6-C-P’’ can 
do for YOUR 
SHOE SALES! 


12 Pages About New Store 

LARAMIE, WYO. A 12-page 
section of the Laramie Daily Boom- 
erang was devoted entirely to the 
new Flory’s shoe when it 
opened in this city recently. All of 
the section’s editorial content con- 
cerned Flory’s, its management and 


store 


staff, and shoe and hosiery fashion. 
There were also photographs of the 
store, the staff and store displays. 
The new shop is managed by Russ 
Keck, a partner in the Flory’s firm. 


Distinguished 
Juvenile Footwear 


FOR NEARLY FIFTY YEARS 


featuring 


VOTAN ‘SuvrceSoze” 


THE LONGER WEARING, 
GENUINE LEATHER 
SOLE THAT 
MAKES and KEEPS 


Satisfied Customers 


LEATHER 
-plus! 


VIRGINIA OAK TANNERY SALES CORPORATION 


27 SPRUCE ST 


NEW YORK 38,N.Y 


in Conede by BEARDMORE & CO., Limited, Acton, Onterio 





WHAT NYLON HAS DONE FOR STOCKINGS, VINYL IS DOING FOR SHOES 


“Couldnt 
happen 


to a nicer pair 
of shoes” 


FIRST CHOICE IN VAMP AND STRAP LINING MATERIAL r 
... ROUBLE-FREE AND LONG-WEARING NYGEN 


Beautiful on the outside . . . and they’re strength in all directions. Nygen will 
made to stay that way inside, thanks not pucker or draw up in double needle 
to Nygen. These days, lining straps and stitching of straps. If you manufacture 
vamps isn’t a problem because Nygen shoes, let your Textileather footwear 
vinyl! shoe fabric offers important advan- representative show you Nygen in the 
tages over sheep linings. Nygen saves newest seasonally coordinated colors. If 
manufacturers 8* to 12¢ per pair. Unlike you're a retailer, look for the Nygen 
hide, Nygen has uniform width and strap and vamp linings that look good 

the finest, most complete line thickness. It cuts with a soft, non- for the life of the shoe and bring back 

of vinyl shoe fabrics — fraying, clean edge, and has equal satisfied customers 
*T. M. The General Tire & Rubber Company 


Nygen Vir Shoe Fabric Is Manufactured According to U.S Patent 3 


Qyoto TEXTILEATHER a 


THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION “soccco%s ovo 


Represented by: 

W. J. Backs *Seamon Steen Company * Liebman & Cumming John E. Shevenett K. 0. Schneider & Son * Bernard Shoe industry Supply Corp 
226 Lincoin Office Bidg 96-100 South Street 1329 Sunset Biv 212-47 Jamaica Avenue 1225 North Water Street 10380 Page industrial Biv 
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e About Shoe People 


HONORED BY MANUFAC- 
TURER: Adam D. Heldt, operator 
of the Adam D. Heldt & Son store in 
Princeton, Ind., placed his first or- 
der with Mishawaka Rubber Co., 
Inc., in 1921. Recently the company 
gave him an award in recognition 
of his 40 years’ service to customers 
for Mishawaka’s Red Ball footwear. 
L. S. Long, president, cited Mr. 
Heldt for service to his county and 
preservation of goodwill for the 
manufacturer. 

. - 

RECOVERING: Harry E. Fon- 
tius, president of Fontius Shoe Co., 
Denver, was expected to be returned 
to his home, 336 Circle Dr., about 
Jan. 6 from St. Luke’s Hospital, 
where he had beer confined for sev- 
eral weeks following a heart at- 
tack. He has shown steady im- 
provement. 

o oe om 

RETAIL MANAGERS: Ed 
Schoeneweiss has been appointed to 
manage the shoe department of 
James V. Walker’s Suburban Store 
for Men, Columbus, O. He has 
held similar posts in Cincinnati, 
Philadelphia, Dayton, O., and Co- 
lumbus ... Walter A. Jones is the 
new assistant buyer and manager 
of the ladies’ and children’s shoe 
department of the August W. Smith 
Co., Spartanburg, S. C.... J. L. 
Bowden has been promoted to man- 
ager of Mangel’s shoe department, 
Montgomery, Ala., after serving as 
assistant manager... H. E. Reed 
has become manager of the Guar- 
antee Shoe Co., one of San An- 
tonio’s oldest and largest retail shoe 
concerns. 

o + a 

CIVIC POST: John F. Buono- 
core, founder and president of the 
Barbara-Jay Footwear, Inc., Au- 
burn, N. Y., women’s footwear 
makers, has been elected a director 
of the Auburn Chamber of Com- 
merce. He will serve three years. 

. o 7 


POINT OF NO RETURN: Eck 
Binder owned and operated Binder’s 
Shoe Store in Rapid City, S. D., for 
20 years until fire swept through 
the store and several neighboring 
shops two months ago. Mr. Binder, 
who is 70, said he doesn’t plan to 
return to shoe business, although 
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his loss was completely covered by 
insurance. “My wife and I feel we 
should have some time to our- 
selves, he wrote to BooT AND SHOE 
RECORDER. 


MAN OF THE MONTH: Brown 
Shoe Co.’s president, Clark R. Gam- 
ble, received the Man of the Month 
Award of the St. Louis Advertising 
Club in recognition of civic, busi- 
ness and community leadership. 
Brown is reportedly the largest ad- 
vertiser in the soft goods field. 

o a * 

NEW STUDIO: 
Bernice Shaftan, a 
designer of wo- 
men’s and chil- 
dren’s shoes, has 
opened a studio 
at 150 Fifth Ave., 
New York City. 
Formerly she 
worked at her New 
York residence, 60 
Gramercy Park N. geewice sSHAFTAN 


EXTRA-CURRICULAR: Irving 
Edison, president of Edison Broth- 
ers Stores, Inc., was renamed vice- 
chairman of the board of directors 
of the Metropolitan St. Louis Cham- 
ber of Commerce. . . . Patrick Pa- 
lotti, proprietor of Pat’s Bootery in 
Le Roy, N. Y., has been elected first 
vice-president of the Le Roy Cham- 
ber of Commerce for 1961... . Nich- 
olas Breedveld, president of Breed- 
veld’s Shoes, has been named presi- 
dent of the Downtown Kalamazoo, 
Mich., Assn. 


RETIRING: Mrs. Edna Smith, a 
merchandise manager for Bullock’s 
Pasadena, Calif., store who bought 
most of the shoes for the Collegi- 
enne and children’s departments, is 
retiring. Taking her place is Frank 
Rice, who has been working in the 
company’s Los Angeles headquar- 
ters. 

. * 


TRANSACTIONS: Louis Zipkin, 
formerly shoe buyer at A. Harris, 
Dallas, has bought out Ray Sessel’s 


five-unit children’s shoe lease at 
Vogue Shoes, Houston. Mr. Sessel 
said he has not yet formed his fu- 
ture plans. . . . Gene Wilcox has 


purchased Mi-Ladies’ Shoe Bazaar 
in the Hilltop Shopping Center, Cas- 
per, Wyo., from Jake Carter. Mr. 
Wilcox has leased space next door 
to the store for a family operation, 
Gene’s Shoes. . . . Harry Shorten- 
haus has bought the Fisher Shoe 
Store, Eagle Grove, Iowa, formerly 
operated by Weldon Soderstrum. 
o aa * 

SCHOLARSHIP WINNER: 
Irving Milstein, a salesman at a 
Coward Shoe Store in Brooklyn, has 
been awarded an Albert Malsin 
Scholarship, his company an- 
nounced. Coward’s Twenty-Five 
Year Club sponsors the scholarship 
fund. The awards, each valued at 
up to $200, are aimed at furthering 
the vocational studies of employees. 
Mr. Milstein is using his scholar- 
ship to attend New York City Com- 
n unity College, where he is study- 
ing retailing, merchandising and 


buying. 
- - * 


In Allied Fields... 


HOME FROM MEXICO: 
G. (Woody) Foss, sales manager 
for the Bixby Box Toe Co. of Haver- 
hill, Mass., has returned from a 
two-week inspection tour of the 
company’s plant in Mexico City. 
Main purpose of the trip was to 
check on the plant’s quality control 
program. He also spent some time 
calling on Mexican shoe manufac- 


turers. 
° o a 


VETERAN EMPLOYEES 
FETED: Vernon Merrill and Rob- 
ert Henderson, 20-year employees 
of the Eagle Wood Heel Co., Haver- 
hill, Mass., were presented with 
gold watches at the company’s 
Christmas party. Thirty per cent of 
the company’s employees have been 
on the payroll for 20 years or more. 
The presentation was made by Har- 
old Doherty, president. 

* . 7. 

FUND RAISER: Mortimer Weiss, 
treasurer of Cooney-Weiss Fabric 
Corp., Boston, has been named 
chairman of the Business Men’s 
Council of the Combined Jewish 
Appeal of Greater Boston, which he 
serves as a trustee. Mr. Weiss is 
associate treasurer of The 210 As- 
sociates and treasurer of the Na- 
tional Shoe Fabric Assn. 
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St. Louis Orders: Steady, but Light 


ST. LOUIS—St. Louis area plants 
are not working at capacity. Only 
a few instances of overtime are 
cited by makers here. No late de- 
liveries are anticipated. Produc- 
tion continues steadily, but spokes- 
men refer again and again to the 
light buying by retailers in the 
first round of ordering. Firms re- 
main unable to say whether or not 
pairs-produced totals for first half 
1961 will be up, down or even. 


Need New Shapes—Stylists here 
observe that the time may be ripe 
for offering retailers something 
new and fresh, particularly in the 
realm of women’s toe shapes. Pale 
neutrals, gardenia and off-white are 
expected to be heavily reordered as 
the season progresses, makers say, 
because of their good carry-over 
value into actual summer selling. 

Volume houses are tabulating 
spring orders now and coming up 
with volume footwear trends. In 
women’s, strength lies in both dou- 
ble and triple needles. The pendu- 
lum swing to triples may be losing 
momentum, houses report. Continu- 
ing strong are unlined spectators, 
straws for promotion, ombres and 
dressy patents. Pastel pumps have 
been bought lightly but consistently 


by retailers across the country. Al- 
ready some of these pinks, greens, 
blues and mauves are moving at re- 
tail stores in the southwest, south- 
east and as far north as St. Louis. 
Now that buyers the promo- 
tional pastels moving, they may add 
more patterns when open to buy po- 
improve following clear- 


see 


sitions 
ances. 


Squared Toes Gain—The nation’s 
retailers are expecting teen girls to 
stay with pointed through 
spring and summer. Narrow 
squared-off toes are gaining in tai- 
lored flatties, makers say. Kiltie 
fringe trims in variation have been 
ordered in good volume by retail 
stores, along with lightweight ox- 
fords which lace to the toe. Black 
patent leather double needle skim- 
mers with gold-toned buckles are 
seeing good activity for teens. 

The slipon trend for men 
reach an all-time high this spring, 
manufacturers’ orders show. Visible 
gorings, hidden gorings and gore- 
less types are all in the picture. 
Most 3-evyelet men’s dressy 
oxfords incorporate 
effects. Pipings and stitchings are 
not confined to casuals, but spill 
over widely into dressy types. 


toes 


will 


2 and 
moccasin - toe 


New York Plants Plan Independent Push 


Sales executives of the big pro- 


BINGHAMTON — The Upstate 
New York shoe industry is making 
every effort to better recent operat- 
ing results in the months ahead. In 
most instances, manufacturers are 
going after added business with an 
aggressiveness unmatched in late 
years. 

Independent shoe stores are the 
prime target for producers’ pro- 
jected sales increases and merchan- 
dising executives have tailored pro- 
motional plans with that in mind. 


More Company Stores?—If inde- 
pendent retailers fail to buy and 
move a substantial share of fac- 
tories’ output, manufacturers are 
expected to push plans for more 
company-owned stores and sales to 
discount operators, wayside stores 
and direct-to-consumer operators. 


72 


ducers consider this a sensitive 
problem requiring an understand- 
ing of all the factors involved if 
relations with independent retailers 
are to be maintained on a friendly 
and cooperative basis. 


They Need Volume—“We do not 
open our own store in an area where 
our dealers are selling an adequate 
volume of our merchandise,” is the 
way the major manufacturers ex- 
plain their growing total of com- 
pany stores. 

The trade anticipates bigger- 
than-usual retail clearances follow- 
ing a disappointing Christmas vol- 
ume. A combination of too much 
mild weather followed by heavy 
snow is blamed for much of the 
slowness in holiday trade. 


New England Makers 
Report Late Ordering 


BOSTON—If orders on hand ac- 
curately reflect the trend, next 
spring women will be buying pumps, 
ties and straps in about the same 
ratios as those which prevailed dur- 
ing the spring of 1959. That, ac- 
cording to New England manufac- 
turers, means 65 to 70 per cent 
pumps with the other two patterns 


the remainder about 


dividing 
equally. 

Black patent again probably will 
be number one in volume followed 
by bone or other members of the 
beige family and white, even now 
making its appearance in the south 
Orders for promo- 
not been booked 
early in 


and southwest. 
tional colors had 
quantity 


in any great 


January. 
factories, 
lines 


Late Deliveries— Most 
both those making branded 
and the volume houses, 
shipping Easter shoes and, barring 
labor troubles, expect to complete 
that part of their spring run by 
March 1. There may be some late 
deliveries, however, as both retail- 
ers and wholesalers later 
than usual. Another contributing 
factor may be the difficulty experi- 
enced by some of the volume manu- 
facturers in getting enough triple 
needle toe lasts. 

Most factories making 
leather lines have a backlog of or- 
ders which will keep them busy for 
the next 60 days, but the outlook 
for summer is clouded by the popu- 
larity of canvas footwear among 
the small fry and their teenage sis- 
ters. Large manufacturers of these 
types seem confident that late 
spring and early summer will find 
the sale of these shoes at a new 


peak. 


are busy 


ordered 


juvenile 


Building Instock—As the New 
Year opened, activity among men’s 
manufacturers was confined to 
building up their instock depart- 
ments. Busiest, it is reported, are 
those firms making a line of casuals 
in addition to One large 
manufacturer has announced that 
he is doubling the capacity of a 
branch plant in which this type 
is made. 


basics. 
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A Window for Easter 


A giant honeycomb sculpture of Buster Brown 
and his dog Tige, plus a variety of honey- 
comb Easter eggs, will be supplied to Buster 
Brown declers on request for use in spring 
and Easter windows. James B. Newcombe, 
sales promotion manager of Brown Shoe Co., 
said the display meosures cbout 4 ft. across, 
and adheres to the window background by 
self-adhesive pods. 





Independent Shoemen Gets 
$500 from Distributors 


BOSTON—The Associated Foot- 
wear Distributors, an organization 
of 10 leading shoe wholesalers, has 
presented $500 to Independent Shoe- 
men “for its work in fostering the 
growth and welfare of both the in- 
dependent shoe merchant and _ in- 
dependent shoe manufacturer.” AFD 
members are also members of I. S.., 
but the money is in addition to their 
normal dues. 

“Independent Shoemen has done 
a truly outstanding job in providing 
representation, information and edu- 
cational material for the independent 
shoe industry,” said George D. 
Mason, president of AFD and pres- 
ident of Dunham Brothers Co., Brat- 
tleboro, Vt. “We feel it 
wider recognition.” He 
the award to Frank T. 
executive director of I. S. 

AFD’s members account for a 
major share of the 15 per cent of 
national volume (close to 97 
million pairs) sold each year through 
wholesalers. 


deserves 
presented 
Underhill, 


shoe 


The organization’s next meeting 
is set for March 3 and 4 in New 
Orleans. 
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Canadian Seminar to Hear Watson 


MONTREAL—Merrill A. Watson, 
executive vice-president of the Na- 
tional Shoe Manufacturers Assn., 
will address the second management 
seminar of the Shoe Manufacturers’ 
Assn. of Canada, 
to be held here Jan. 

30-31. 

Mr. Watson will 
speak at a luncheon 
on the first day of § 
the seminar, in the 
Queen Elizabeth 
Hotel. His subject: 
“A Program for the 
Sixties.” 

Serving as chair- 
man will Paul 
A. Samson, president of the Shoe 
Manufacturers’ Assn. Manufacturers 
and their key personnel are invited 


be MERRILL A. WATSON 


to the sessions. 


The First Day—Speaking on the 
morning of Jan. 30 will be Prof. J. 
C. Cameron, head of the Department 
of Industrial Relations at Queen's 
University, Kingston, Ont., and D. G. 
MacLeod of Savage Shoes, Ltd. Prof. 

will discuss Re- 
and Mr. ex- 
plore “Shoe 


Lease?” 


“Labor 
MacLeod 
Machinery: 


Cameron 
lations” will 


suy or 


The early afternoon session will 
be devoted to trust account and 
credit services. Peter Brouillet, ex- 
ecutive vice-president of the manu- 
facturers’ group, will speak. Later 
Michael Greenblatt, a Montreal law- 
yer, will discuss “The Legal Aspects 
of Collections, Bulk Sales, Interest on 
Accounts, He and a 
panel will answer questions. Mr. 
MacLeod will then speak on “Break- 
Even Points,”’ with a second question 
following. 


Overdue etc.” 


peri rd 


Second Day—The morning of Jan. 
31 will be given over to discussion 
of factory layout; manufacturing 
costs including production schedule; 
methods of establishing piece rates; 
and motion time analysis, materials 
and overhead. 

Henry Kingston and Robert E. 
Jackson of the United Shoe Ma- 
chinery Corp., Boston, assisted by 
taymond Lamothe of USMC, Mon- 
treal, will conduct this session. There 
will be films and color slides. 


® Freeman Shoe Corp., Beloit, Wis., 
has named the J. Walter Thompson 
Co. as its advertising agency, ac- 
cording to Harold F. Pfister, Jr., 
director of marketing. 


The Footwear Export Market (Continued) 


THE U. S. government has issued 
additional reports in its 
market surveys of footwear export 
possibilities. The reports were made 
public by J. G. Schnitzer, director of 
the Leather, Shoes and Allied Prod- 
ucts Division in the Commerce De- 
partment’s Business and 
Services Administration. 


series of 


Defense 


Switzerland: Prices Hurt 

AMERICAN footwear is scarce in 
Switzerland stores and high prices 
are to blame. 

The Swiss prefer Italian shoes or 
products of their own shoe factories. 
Only a few U. S. companies are rep- 
resented. Most U. S. shoes are priced 
higher than the shoes of other coun- 
tries available in Switzerland. 

Swiss shoe factories produce about 


12 million pairs annually. Consump- 
tion is about 14 million pairs. Im- 
ports come chiefly from Italy. 


Egypt: Self-Sufficient 

THE market for U. S. footwear in 
Egypt (United Arab Republic) is 
dim. Egypt produces about 10 mil- 
lion pairs of shoes annually, more 
than enough to take care of domestic 
demand. 

Plenty of raw materials are avail- 
able for shoemaking. The popula- 
tion is increasing steadily, thus as- 
suring a rising market. 

Egypt imports about 4,000 pairs 
of shoes annually, mostly from Po- 
land and Czechoslovakia. U. S. foot- 
wear, because of its high price, is 
not included, except for a few token 
shipments. 





We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


raelala-titehatela 
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Our prices on fine shoes, 
bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultonts Will Help You Set Up o Profitable Operotion 


New Hampshire Factory 
May Get New Occupant 
CLAREMONT, N. H.—The new 
owner of a Claremont shoe factory 
said recently that negotiations were 
under way with western and south- 
ern footwear manufacturers inter- 
ested in starting production here. 
Until about six weeks ago, the 
plant was occupied by Claremont 
Maid Shoes, Inc. It was closed for 
lack of business, and the factory 


was sold to Plymouth Machinery Co., 
Inc., East Boston, Mass. 

Milton Heimlich, president of Ply- 
mouth, the Claremont Maid 
factory is a modern, fully equipped, 
high-production plant, 
turning out 3,600 pairs of women’s 
flatties a day. 

Until the recent closing, shoes had 
been Claremont 
for 60 years. At one time Interna- 
large 


said 


capable of 


manufactured in 


tional Shoe Co. operated a 


plant in the town. 





FIRST CHOICE 
WITH 

TOP RETAILERS 

AND 


REAL BOYS 
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=) 
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GOLD COIN 


MOUNT JOY 
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Sepa 
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GERBERICH-PAYWNE SHOE CoO. 





PENNSYLVANIA 











sidered. 





A large shoe manufacturer in West Germany 
requires agents to sell a large range of foot- 
wear throughout the U.S.A. and Canada. 


Only agents with first class connections and 
capable of handling volume business con- 


Please apply giving age, requirements, terri- 
tory covered etc. in first instance to 


Box No. 250, BOOT AND SHOE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 
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Genesco Buys N. C. Store 
NASHVILLE; TENN 
Inc., has extended its North Caro- 


(,enesco, 


lina retail operations by a 
the Al 


shoe store 


quiring 
women fashion 
in Charlotte. The present 
retained Mr. 
received 

of the tran 
expansion in 


Edwin, 


Goodman 


store name will be 


Goodman, who Lrenesco 
stock as 
will work on Genesco 


His son, 


store 


a part action, 


linas will 


the Car 


manage the 


Your Customer? 
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‘Space Race’ Contest Set 


To Promote Red Ball Jets 


MISHAWAKA, IND.—Mishawaka 
Rubber Co., Inc., will continue to 
concentrate on a space-age theme in 
its 1961 promotion program for re- 
tailers of the Red Ball Jets line. The 
company has added a “Race Through 
Space” contest to its “Commander 
Jets Space Man” promotion used in 
some 200 cities in 1960. 

The Space Race is a puzzle in the 
form of a maze leading from earth 
to moon via planets and stars which 
are assigned varying point values. 
Contestants will try to pass through 
as many high-point-value planets 
and stars as possible. There will be 
82 prizes, topped by an 80-power re- 
flecting telescope and tripod. In ad- 
dition each contestant will receive 
a compass ring when he obtains an 
entry blank from his Red Ball 
dealer. 

C. L. Barber, manager of Jets’ ad- 
vertising and sales promotion, said 
about 100 retailers will take part 
during the spring. Another 150 will 
use the Commander Jets promotion. 

Complete packets have been pre- 
pared for retailers. 
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Billiken Display Appeals to 


Mil AGGARO... 


Railroad-Minded Children 


This little train steams up business for Billiken children's shoes by Craddock-Terry Shoe 
Corp., Lynchburg, Vo. Available to Billiken dealers, the display unit is 23 in. high, 49 in. 
wide and 12 in. deep. The train carries five shoe “passengers.” 





What Do Women Want in 
Casuals? Panel Will Tell 


MILWAUKEE—As an outgrowth 
of a box-stuffer survey program 
started last fall, the makers of Kick- 
erinos casuals are setting up a con- 
sumer panel of 100 women all over 
the U. S. 

The panel, representing a cross- 
section of Kickerinos purchasers, 
will help the company determine 
popular likes and dislikes, needs and 


(left) causes lumps and ridges. 
Pied Piper process (right) elim- 
inates filler . . . shoes stay 
smooth, flexible, comfortable. 


Pied Piper design elim- 
inates “growing-room- 
guesswork.” Ordin- 

ary lasts (left) crowd 

and pinch toes. Pied 

Piper lasts (right) 

permit toes to fall 

into natural position 

. + + growing room 
is built-in. 


wants well in advance for each new 
line. 

Miss Helen Hampton will direct 
the panel program. Basis for selec- 
tion of the panel will be postage- 
reply cards returned by customers 
who found them in Kickerinos boxes. 
The cards request, “Please tell us 
how you like Kickerinos.” Replies 
have come in at a rate of several 
dozen a week. 

Kickerinos is a 
Hampton Corp. 


of the 


division 





EVERY 
STEP OF THE WAY... 


Pied Piper is there . 
from tot to pre-teen... 
the one complete line of 
children’s shoes with exclu- 
sive design and construc- 
tion features making every 
Pied Piper shoe extra 
special . . . in fit, com- 
fort and wear. Only 
Pied Piper builds 
more value into 
the shoe .. . for 
faster sale, bigger 
profits for fran- 
chised dealers. The 
demand market for 
Pied Pipers is  tre- 
mendous ... and it’s 
getting bigger every 
day. Sell the best... 
write today for 
complete Pied 
Piper catalog 


| d 
, Distinguished Juvenile Shoes 
Pied Piper Shoe Co 
Wausau, Wisconsin 





WEDGES and 
“FLATS... 


CLASSIC 
PUMPS... 


Dau Hor 


the shoe with the magic cushion 
gives you — 

MELLOW CALF 

ELASTICIZED vamps 


CUSHIONED at heel, 
instep and ball 


PROVEN-FIT lasts 


CLEAN, beautifully- 
finished shoes 


FAST, IN-STOCK service 
To retail PROFITABLY at 


$10.95 to $12.95! 





Microfilm Aids Factor 


At James Talcott, Inc.. New York, factoring 
firm serving the shoe industry, a major func- 
tion is the purchasing of accounts receivable 
from clients and guoranteeing these clients 
against credit loss. To reduce the records 
handling and storage problem, the company 
now uses microfilm techniques and the Filmac 
100 reader-printer. Here, Leona Viochos pro- 
duces a copy of o needed invoice in seconds. 





® Wellco-Ro-Search, 
N. C., announced that an affiliate 
firm in Ceylon, Elasto Products of 


Waynesville, 











If your store features honest 

believes fit is im- 
.. knows the value of 
. realizes 


values 
portant . 
a satisfied customer . 
the importance of repeat busi- 
ness . THEN YOU WILL 
MAKE MONEY WITH DUO- 
FLEX SHOES! 








Write for new 
IN-STOCK catalog! 


P. HAGERTY SHOE CO. 
WASHINGTON C. H., OHIO 
“73 Years of 
Shoe Craftsmanship” 





SHOEMEN USE 
CAVALIER 


LEATHER 


because it 
protects 
and 
beautifies 
all smooth 4 
leathers 


4 oz. glass boftties, 
squeeze boftties, tubes 


CAVALIER CO. ff 


BALTIMORE 30, MD. 
West Coast: Oakland 20, Calif. 








Bentota, will manufacture’ Ro- 
Search “Process 82” 
molded, welted vulcanized 
footwear. The Ceylon firm plans to 
produce a portion of its own mold- 
ing equipment. 


pressure- 
leather 


Airport Display Depicts 
The Making of Footwear 
ST. LOUIS — “What Are Modern 
Shoes Made of and Why?” Under 
this caption, Shoe Co. has 
been using its glass-enclosed display 


Brown 


box in the grand concourse of the St 
Louis Municipal Airport to 
modern footwear science. 


salute 


Blown-up photographs of shoe con 
struction were framed and mounted 
on revolving posts. Shoe details fea 
tured include lifetime insoles, plastic 


heels, long-wearing toplifts on metal! 


dowels, sockliners which resist per- 
spiration, and manmade outsoles. 
International Shoe Co., in its own 
airport display case, has been fea 
turing 


shoe color 


burnished olive as a men’s 
An artificial tree bearing 
oversized “olives” and a caption 

“masculine, daring new color con 
alled attention to the men’s 
The com 


pany included both casual and dre 


cept” 
pairs surrounding the tree 


patterns. 


Vinyl Fabrics Firm Sold 

NEW YORK—Three former own 
ers of the Esquire Shoe Polish firm, 
together with a fourth 
3arash Co., Inc., 


man, have 
New 
York, a leading producer of vinyl- 
coated fabrics, from the U. S. Ply- 
wood Corp. The three are Samuel 
Abrams, Ira Harold 
Holden. Fourth of the new owners 
is Michael Barash. The Barash Co 
specializes in materials for luggage, 


acquired The 
Abrams and 


handbags, upholstery and bookbind 
ing. 


eg oe 


EVERETT & BARRON CO. 
166 Volley St., Providence, R. | 
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Directs Nettleton Division 

SYRACUSE, N. Y. Paul J. 
Stover has been named general 
manager of A. E. Nettleton Co.’s 
Nettleton Retail Stores division, 
made up of both stores and leased 
departments. Company President 
Robert S. Cook said Mr. Stover has 
with Nettleton Shops, Inc., 
since 1952 as merchandise manager. 
Frank Blackstone, with the Nettle- 
division 1958, 
will be assistant to Mr. Stover. 


been 


ton wholesale since 


Colonial Swatch Book 


COLONIAL Tanning Co., Ince., 
Boston, depicts 
its fall and win- 
ter 1961 line of 
the 


sixth edition of 


leathers in 

its deluxe 
swatch book. 

“The book’s 

handy format 

and tasteful grouping of colors and 

leathers make it 

reference piece for the shoe manu- 


an outstanding 
facturer,” said Kivie Kaplan, treas- 
urer and general manager. 


e Financial 
U. S. Shoe Corp. Sales 


Set Mark, Profits Decline 

CINCINNATI United States 
Shoe Corp.’s sales volume reached a 
record level of $51.5 million for the 
fiscal year ended Nov. 30. But earn- 
ings declined. 

The sales total was 1.4 per cent 
the 1959 of $50.8 

3ecause of increased capi- 
however, profits 


above figure 
million. 
tal expenditures, 
dipped to $2.72 
the previous year. 


per share from $3.01 


the 
quarterly dividend of 35¢ a share 
and a year-end extra dividend of 
30¢. Both were payable Jan. 13 to 
holders of record Dec. 30. 


Directors declared regular 


Tanners’ Profit-Sharing 
BOSTON—More than 450 eligi 
ble employees of the Pine Tree Tan- 
ning Co., Howland, Me., and the 
Hartland Tanning Co., Hartland, 
Me., profit-sharing 
payments totaling almost $150,000 
Pine Tree is an affiliate of the 
Irving Tanning Co. and Hartland 


have received 





now ... to increase your volume, traffic and profits .. . 


is an Irving subsidiary. Under a 
program 
ident, Max Kirstein, employees year- 
ly receive half of the gross profits, 
before federal taxes. This is payable 
in two installments, and the recent 
payment is the first for the year. 
— . — 

AYER, MASS.—Three hundred 
and forty-five employees of the Hart- 
nett Tanning Co., a Colonial Tanning 
Co. subsidiary, split a $45,979 prof- 
it-sharing melon in the firm’s 30th 
consecutive semi-annual distribution. 


set up by Irving’s pres- 


$97.450 
MASS. The 
Inc., a men’s 


Lucey Divides 
BRIDGEWATER, 
John E. Lucey Co., 
shoe manufacturer, distributed $97,- 
1450 to employees as part of a profit- 
sharing plan. Each with 
18 months’ service or longer received 
a full share of $299.06. Those with 
six to 18 months’ 
half share, $149.53. 


employee 


service received a 


Dividends... 

United Shoe Machinery Corp., 
Boston: regular quarterly dividend 
of 6214¢ per common share, payable 
Feb. 1 to holders of record Jan. 3 


MEDIC OFFERS A FULL LINE OF TOP QUALITY, REGULAR 
WELT SHOES FOR INFANTS AND CHILDREN! 


Only the makers of America’s finest feature shoes for infants 
and children, Junior Arch Preservers, could have created 


this outstanding new line of regular shoes for youngsters! Smartly 


styled... 


every time. And they’re competitively priced, 


sturdily constructed from the best leathers available, 
these bright new footwear designs will be your best sellers 


offering you a greater markup with every sale! 


For more details, plus free catalog, write today to 


MEDIC SHOE MANUFACTURERS, INC. 
1212 WOOD STREET, PHILADELPHIA 7, PA. 
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ARCH PRESERVER 
SHC by 





CORRAL greater 
profits with... 





The boom in casual wear is the 
western look. To bring more prof- 
its into your corral. keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line. 


* 


GOODING 
BOOTS 


INC. 
PARIS, ILLINOIS 








e Deaths 


George E. Musebeck, 73, 
Wisconsin Manufacturer 
OCONOMOWOC, WIS. — George 
E. Musebeck, 73, president and a 
founder of Musebeck Shoe Co., and 
a veteran of more than 50 years in 
the shoe industry in the East and 
Midwest, died Dec. 
27 after a short ill- 
ness. 

Mr. Musebeck 
was a special rep- 
resentative for the 
United Shoe Ma- 
chinery Corp. and 
vice-president of 
Edmunds Shoe Co., 
Milwaukee, before 

= founding his own 
GEORGE MUSEBECK firm in Danville, 
Ill., in 1927. (The Danville plant 
later was moved to Oconomowoc. 
He was well known for his contribu- 
tions to the field of feature 
comfort footwear. 


and 


Fred Kahn, 50, Designer 
Of Women’s Style Shoes 
NEW YORK—Fred Kahn, 50, a 
well-known designer of women’s 
style shoes, died Dec. 27 in a New 
York hospital after 
suffering a heart 
attack. He had of- 
fices in the Mar- 
bridge Bldg., here. 
Mr. Kahn de- 
signed footwear in 
three countries. 
Trained in the 
broad field of de- 
sign (he worked on 
stage settings and 
in the textile field), 
he became interested in shoe design- 


FRED KAHN 


Originators of Weejuns* 
"TM. Reg 
G.H. BASS &CO., DEPT. BS-8, WILTON, MAINE 
614 MARBRIDGE BUILDING, NEW YORK 1, W.Y¥ 


GREAT NEW 
ANTI-SKID! 


\ 


KLING-TITE 


BRANO-NEW CONCEPT IN SAFETY 
.. NEW. MODERATE PRICE! 


ANTI-SLIP 
ANTI-SLIDE 
DIAMOND CUT- 
SOLE DESIGN*! 
New principle of 
| diamond cut-sole 
| traction flexes, 
| wipes underfoot- 
ing dry, gives 
maximum safety 
on all types of 
wet, slippery 
docks and decks! 


i 
L *rarent aPrcie 


@ Supercushion insole from toe to 
heel gives special comfort! 








@ Double-deep heel cushion gives 
extra comfort in action! 


@ Rugged bumper toe protection! 


@ Choice of longer wearing blue or 
white canvas top! 


@ Nonmarking nautical blue sole! 


Available in men’s, women’s and jr. 
sizes at shoe, department, sport and 
marine stores 


ANTI. SKIC 


by the makers of Sperry Top-Sider 
Box 338 G, Naugatuck, Connecticut 
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JOBS 








Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Men's, Women's and Children’s 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Will Buy Your Close Outs 
Short Leases Assumed 











ing in his native Germany. Later he 
moved to England and established 
himself as a shoe designer in Lon- 
don. He came to this country in 
1952. 


WILLIAM F. HEATON, 58, a 
shoe traveler for 35 years; recently, 
in Columbus, O., of a heart attack. 
He had started with Johansen Bros. 
Shoe Co., Inc., but switched to In- 
ternational Shoe Co. more than 30 
years ago. Recently he covered 
Ohio, Michigan and Western Penn- 
sylvania. 


E. H. LEVI, senior partner of the 
Levi-Weiss Sales Co., of Chicago, 
Midwest sales agents for shoe man- 
ufacturers; Nov. 25, in Chicago. In 
recent years the firm had concen- 
trated on the distribution of shoes 
made by the Charles Cushman Co. 
and the Wood & Smith Shoe Co., 
both of Auburn, Me., and the Crest 
Shoe Co., Lewiston, Me. Early in 
his career Mr. Levi was Indiana 
salesman for the former Selz- 
Schwab Co., a large shoe whole- 
saler. 


RAYMOND C. NICKUM, a sales 
representative for Bell, Walt & Co., 
Inc., Philadelphia shoe wholesaler; 
Dec. 22, at his home in Emmaus, Pa 


EARL H. SPAULDING, 64, gen- 
eral superintendent of L. B. Evans’ 
Son Co., Wakefield, Mass., slipper 
manufacturers; Dec. 11, after 26 
years with Evans, nine years as 
superintendent. 


J. HAROLD GAQUIN, 60, in 
charge of product development for 
Beckwith-Arden, Inc., Watertown, 
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BOX HANDLERS 
WHEN THEY 


Pick 





Up 


at the bottom of the lad- | 
der you will wish you had 

used a Long Arm to reach the shoes on the high 
shelf. Long Arms are quicker, easier, safer. 











With | 


24", 36", 48", GO” handles, $3.95; with 72” handles, | 


| $4.95. Postpaid in the USA. Specify handle length 
| desired and if for men's or women's boxes. Your 


jobber or 
CARL BEEMAN 
Cedor Heights Rd. 


ORTHOPEDIC FOOTWEAR 
TARSO PRONATOR SHOES® 


—for club feet— 
prescribed by doctors 


as a supplement to casts in 








mild cases of talipes. 
Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


| 332 Sewth Broadway . Yonkers, N. Y. 





Dec. 





Mass., box toe makers; 


JAMES J. ERTELL, 87, retired 
Detroit 
60 years in the shoe business, once 
fitted the late Edsel Ford 


(son of 


retailer who spent almost | 


Stamford, Conn. 


14, | 
after suffering a heart attack fol- 
lowing a minor fire in his Haverhill, 
Mass., home. 


| 


Henry) with his first baby shoes; ! 


Or 


Dec. 25, in Detroit. He was presi- 
dent of the Detroit Shoe Retailers 


Assn. in 1922. 


WILLIAM B. McINNIS, 80, who 
retired several years ago after op- 
erating a Concord, N. H., retail shoe 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 

big stocks of quality 

Branded Footwear 

direct from famous 

brand factories, At 

a Price. 

“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’$2 , 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
$t. Lovis 3, Missouri 





For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quolity Brands Lowest Prices 


Lorgest Stocks All Price Ranges 


Fine Sostwonr 
MOSINGER-COH 


1235 Washington St louis 3. Mo 


MA 1-3363 








19, 


business for many years; Dec. 


in Annapolis, Md. 


EDWIN M. SCHLUTER, 65, for- 
more Denver shoe store manager, 
(Feltman & Curme, Thom McAn, 

(CONTINUED ON NEXT PAGE) 


79 





Deaths... 


(CONTINUED FROM PREVIOUS PAGE) 


Nunn-Bush and Gano-Downs) and a 
veteran of 18 years in shoe retail- 
ing; Dec. 10, in Denver. 


LOUIS MURACA, 83, operator 
of a Niagara Falls, N. Y., shoe store 
until his retirement two years ago; 
Dec. 15, in Niagara Falls. 


ALBERT R. SCHUMANN, 54, 
newly elected president and gen- 
eral manager cf Gano-Downs Co., 


Denver retail firm; Dec. 31, at his 
Lakewood, Colo., home, of a seif- 
inflicted gunshot wound. With the 
company since 1937, he had become 
president after the Nov. 27 death of 
his predecessor, S. Nelson Hicks, 
Jr. Mrs. Schumann said her hus- 
band had been overly tired since as- 
suming the new post. 


JOSEPH R. SISK, 84, a founder 
of the Shoe Workers Union of 
America; Dec. 18, in Lynn, Mass., 
after a long illness. 


es Tn cue 


men’s shoes give you the right 


QUALITY + PRICE - DELIVERY! 


When you get the right quality, price and 


RICH 


Beautiful 

black underlay 

slip-on with new 

type V-throat, 

strap over instep 

with reverse seam, 

twill vamp lining, non- 

slip counter pocket, 

steel arch, nuclear sole 
rubber heel, on our NEW 
No. 16 Combination last. 
Also available in dark brown 
leather, shadow antiqued. IN- 
STOCK to retail profitably at 
$10.95. 


, 


delivery on your men’s shoes, your profits 


are assured— and Shaw does just 
that! In addition, Shaw's unique 
Trade Builder way of supplying 
you with overnight service 
from the over 60 Shaw dis- 
tributors in every section 

of the country, keeps 

your inventories low 

and your profits 

high— WITH 

SHOES WHEN 

YOU WANT 

THEM! 


SQ 
pe OF BUILDE 


WRITE TODAY 
for the name of your near- 


mele) 


of men's casual, dress, 
work and comfort shoes. 


NATIONALLY ADVERTISED 


IN 
POPULAR 
MECHANICS 


Outdoor Life 


"Oven 38 Years of Quality Shoemaking” 


_ 


 M.T. SHAW, Inc., Coldwater, Michigan 


} 
Lee 


| be an 


| though heavy 
| sales 


“present 


Goodrich’s MacKinnon 
Sees ‘Rapid Advances’ 


WATERTOWN, MASS.—A prom- 
inent rubber-canvas footwear execu- 
tive says growing population 
coupled with the challenge of com- 
petitive imports, points to “rapid 
advances” for the domestic 
industry. John C. MacKinnon, gen- 
eral manager of 
The B. F. 
rich Footwear and 
Flooring Co., of- 
fered the predic- 
tion in a New 
Year's statement 

One footwear 
category which his 


shoe 


Good- 


;} own company turns 


out, the canvas va- 
riety, already has 
shown a produc- J. C. MecKINNON 


tion increase of over 20 cent 
in two years, Mr. MacKinnon said. 
He attributed the gain to “complete 
acceptance of for 
school wear as well as for recrea- 
tion and sports.” 

An estimated 17.2 million 
agers spend about $10 billion a year 
and, according to Mr. MacKinnon, 
their footgear is 
shoes. 

“Increasing participation in 
tive sports indicates there also will 
upsurge in production of 


athletic shoes,” the Goodrich execu- 


per 


canvas shoes 


teen- 


favorite canvas 


ac- 


tive said. 

For waterproof footwear, 
ever, he saw lower production. “Al- 
or rain sends 


how- 


snow 
soaring,” he 
are that 


said, 
1960 


figures 
indications 
production figures were down about 


18.2 per cent from 1959. In 1961 


| these figures could drop another 8 


per cent.” 

Another MacKinnon prediction: 
domestic manufacturers will 
centrate on developing new mate- 
rials and designs to meet the chal- 
lenge of a hotly competitive market 
in the ’60s. 


con- 


® Randolph Manufacturing Co., 
Randolph, Mass., is setting up a Los 
Angeles warehouse at 239 S. Cen- 
tral Ave., according to Jay S. 
Greene, West Coast divisional sales 
manager. The warehouse, with Sam 
Weiner as manager, will service 400 
accounts from Denver west. 
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Salesmen on the Road 





West Coast Innovations 

TO COORDINATE marketing and 
with various 
apparel associations, a Retailers’ 
Relations Committee and Apparel 
Relations Committee have been ap- 
pointed as a part of the 1961 regime 
of West Coast Shoe Travelers’ Asso- 


ciates. 


association activities 


for the with 
Harry S. Glassman, Bates Shoe Co., 
as president, is, “The family that 
dresses well does well.” 

Irving Grossmann of I.E.G. Asso- 
Harry Gluckman, owner of 
Children’s Bootery, and Roy Rey- 
nolds, men’s shoe buyer at J. W. 
Robinson's, Los Angeles, comprise 
the new retailers’ committee. Work- 
ing directly with the apparel indus- 
try Al Bornstein of Foot 
Flairs, women’s division; Norm 
Johnson of Freeman Shoe Corp., 
men’s division, and Mel Kaufmann 
of Nazzaro, Inc., children’s division. 


Slogan new year, 


ciliates; 


will be 


In addition to Mr. Bates, officers 
for 1961 are: Jack Evans, Joyce, 
Inc., first vice-president; L. E. 
(Jack) Newcomb, American Girl 
Shoe Co., second vice-president, and 
Dave Klinesmith, executive 
tary-treasurer. Mr. Klinesmith again 
was elected a director of the NSTA, 
Warren G. Hickey ap- 
pointed regional governor of NSTA. 


secre- 


and was 

Alex Greenberg was named chair- 
man of the Fall Footwear Market 
Week, to be held April 23-26. Spring 
show dates were changed to Oct. 
8-11. 


PNST Names Officers 

COMPLETE roster of officers 
elected by Pacific Northwest Shoe 
Travelers, Seattle, for 1961 in- 
cludes: 

J. Ray Reid, Selby Arch Pre- 
server, president; Bill Russell, Ed 
White Junior Shoe Co., Step Master 
Shoes, Inc., and Godman Shoe Co., 
first vice-president; Ray G. Allen, 
Blue Star Shoes, Inc., Sebago-Moc 
Co. and Tobin-Hamilton Co., second 
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ANDERSON 


Send contributions to: Mra. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Cole. 


New officers of West Coast Shoe Travelers’ Associates are (from left): Jack Evans, first 


vice-president; Dave Klinesmith, retained as executive secretary-treasurer; Harry S. Glass- 


man, 


vice-president, and H. E. McDonald, 
Acrobat Shoe Co. and Glendale Shoe 
Co., chairman of the board. 

3oard members are: M. R. (Dick) 
Collins, Ear! McDonough, and Neal 
Willson, for one-year terms; Dick 
Duvall, By George and Gene Le- 
Roux, for two-year terms. Casper 
A. Lane is NSTA liaison officer, and 
Jack Cotton and Ed Pankau, south- 
ern representatives. 

Miss Aileen McGuinn is 
tary-treasurer of PNST. 


secre- 


. . ° 


Re-Elected by Midwest 

MIDWEST Shoe Travelers’ Assn. 
re-elected the following officers and 
directors at a late-December meet- 
ing: George E. Hansen, president; 
Bob Heaton, vice-president; B. R. 
Davis, secretary, and Julian H. 
Chapman, Urban K. Allen, Bill 
Heaton, Ira Mack and Sam Soruika, 
directors. New members elected to 
the board were Neil Shepard and 
Bill Stamm. 


Traveler Seriously Ill 


Urban K. (Red) Allen, 
member and officer of Midwest Shoe 
Travelers’ Assn., Chicago, has been 
seriously ill the past two months 
and confined to Presbyterian-St. 
Luke’s Hospital (room 360), Chi- 
cago. He represents Classical Girl 
Shoe Co., division of Songo Shoe 
Manufacturing Co.; Cushionized 
3ellaires, A. Jacobs & Sons, Inc. 


active 


president, and L. E. (Jack) Newcomb, second vice-president. 


"9 


Richard D. Graffis (right) of A. G. Spalding 
& Bros. and N. Porter Co., past president of 
both the NSTA and WCSTA, presents Ed 
Pankau of DiPorto Shoes, outgoing WCSTA 
president, with “Oscar” and gold card for 
service. Mr. Pankau also received a life 
membership card in 210 Associates. 


and Viko Women’s Comfort Shoes. 

At a recent meeting the Midwest 
Shoe Travelers’ board of directors 
awarded Mr. Allen lifetime mem- 
bership. 


Wolf Heads Sales Group 

Myron B. Wolf, Edith Henry 
Shoes, has been named president of 
the National Council of Salesmen’s 
Organizations, Inc. Other officers 
elected are Mel Warren, secretary; 
Walter W. Wolf, treasurer, and 
Erwin J. Rotheim, financial secre- 
tary. 





Personnel 





JOHN J. TARDIFF 
Named by Goodrich 


Cc. S$. SARGENT, JR. 
Elected Director 


Elected... 


Richard E. Guggenheim, a vice- 
president of United States Shoe 
Corp., Cincinnati. He will continue 
in charge of the market develop- 
ment, credit and legal departments. 

Simon Edison, vice-chairman of 
the board of directors of Edison 
Brothers Stores, Inc., St. Louis, in 
addition to his post as an executive 
vice-president. 

Louis Liebson, Roy W. Oscarson 
and Irving Halle, executive vice- 
presidents of Edison Brothers 
Stores, Inc., in addition to their 
posts as directors. 

Dave Alton, Maurice Artstein, 
Theodore L. Casey and Wallace R. 
Clark, vice-presidents of Edison 
Brothers Stores, Inc. All were for- 
merly assistant VPs. 

Robert J. Harper, assistant vice- 
president of Edison Brothers Stores, 
Inc. He is regional manager in 
Miami. 

William H. Cranston, vice-presi- 
dent of Shoe Corp. of America, Co- 
lumbus, O. He is president of Hew- 
etson of Canada and executive vice- 
president of Shoe Corp. of Canada. 

Robert G. Stone, a director of 
United Shoe Machinery Corp., Bos- 


| 
JAMES HEMPHILL 
Also an Associote 


C. A. DEARMAN 
Seles Manager 


82 


WwW. J. STRACHOTA 
VP of Troste! 


BERNARD M. YESSIN 
Promoted by Compo 


Charles S. Sargent, Jr., a director 
of C.I.T. Financial Corp., New York, 
the country’s largest independent 
sales finance company. He is presi- 
dent and chief executive officer of 
William Iselin & Co., factoring firm 
serving the shoe industry, and a 
C.1.T. subsidiary. 


Promoted... 


Kenneth W. Payne, from genera! 
sales vice-president- 
sales of Curtis, Embry 
Co., Pa. 
named a director. 

John J. Tardiff, from 
sales manager to manager of B. F. 
Goodrich branch footwear sales, a 
division of the B. F. Goodrich Foot- 
wear and Flooring Co., Watertown, 
Mass. He succeeds Ralph L. Little, 
who retired after 25 years’ service. 

Bernard M. Yessin, from 
man to manager of the Haverhill 
(Mass.) territory for Compo Shoe 
Machinery Corp., Waltham, Mass. 
The territory includes all of New 
Hampshire as well as the Haverhill 
area. 

Warren J. Strachota, from mid- 
western salesman to vice-president 
in charge of western division sales 
for Albert Trostel and Sons Co., 


manager to 
Stephens, 


He 


Reading, was also 


district 


sales- 


JACK RYALS 
Nomed by Herbst 


G. W. MILLER 
Development Post 


BRADY LYONS 


Associate Selesmon 


PETER BIRCKHEAD 
Also a VP 


Milwaukee tanners. 
Peter L. Birckhead, 
man in the New York 
vice-president in charge of eastern 
for Albert Trostel 


from sales - 


district to 
o | 
sales 


div 


sion 


and Sons Co. 


Appointed... 


Marcus (Mike) Rice, director of a 


new department of customer rela- 
development 


the 


and marketing 
for Clark Shoe Co., Auburn, Me 
will head a St office of 
firm, to be opened Feb. 1 in the Am- 
Bldg. He 

merchandiser 
St. Louis 


tions 
Louis 
was a shoe 


for Fa- 
depart- 


bassador 
buyer and 
mous-Barr Co., 
ment store, for 35 years 

Lat Taube, representative 
for Lassie Footwear, New York, 
covering New York State, New Jer- 
sey and New England. 

Brady (Ken) Lyons, associate 
representative in Pennsyl- 
vania and West Virginia for Viner 
Bros., Inc., Bangor, Me. 

James Hemphill, associate sales 
representative for Viner Bros. in 
Texas, Oklahoma, Louisiana, Ar- 
kansas, Arizona and New Mexico. 
His father, Ed, is the regular repre- 
sentative. 

George V. 


sales 


? 
SHa1e¢8 


Foye, plant superin- 


ARTHUR McNAMARA 
Joins Soft Pedals 


LEON CHARKOW 
District Manager 
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tendent for Viner Bros., Inc., Ban- 
gor, Me. 

C,. A. Dearman, sales manager of 
Red Bal] Footwear for Mishawaka 
Rubber Co., Inc., Mishawaka, Ind. 
He was previously eastern division 
sales manager. 

G. W. Miller, manager of sales de- 
velopment for Mishawaka Rubber 
Co., Inc. He was formerly western 
division sales manager. 

Jack Ryals, sales representative 
for Herbst Shoe Manufacturing Co., 
Milwaukee, traveling Florida, Geor- 
gia and the Carolinas. He succeeds 


Allen Apollon, who resigned. For- | 


merly, while supervising Herbst’s 
shipping room, Mr. Ryals sold shoes 
at retail in his spare time. 


Arthur McNamara, sales repre- | 


sentative for the Soft Pedals line of 
International Shoe Co., St. Louis, 
covering the Carolinas, Mississippi, 
Georgia, Florida, Alabama and east- 
ern Tennessee. He replaces W. R. 
John Johnson, who resigned. 

Leon Charkow, district manager 
for store operations of National 
Shoes, Inc., in Staten Island and 
parts of Manhattan and the Bronx, 
New York City, and in portions of 
New Jersey. He succeeds the late 
Emanuel Raskin. 

Herbert Lind, supervisor of the 
print leather division of the Irving 
Tanning Co., Boston, a newly cre- 
ated post. 

Dexter King, vice-president and 
business manager of Whitehall 
Leather Co., Whitehall, Mich., a 
Genesco division. He had been of- 
fice manager and purchasing direc- 
tor. He succeeds the late Robert 
Pruitt. 

C. Robert Creamer, Jr., president 
of Gulfstream Plastics, Inc., Hia- 
leah, Fla., a newly acquired sub- 
sidiary of O'Sullivan Rubber Corp. 
Mr. Creamer is vice-president and 
general manager of the plastics di- 
vision of O'Sullivan. 


Retiring ... 


George St. Jean, from his position 
as director of inventory control for 
Esquire Shoe Care Products, New 
York, after 20 years with the firm. 
He will live in Tucson, Ariz. 

Hilmer Martinsen, from his posi- 
tion as vice-president in charge of 
the credit department of William 
Iselin & Co., New York factoring 
firm, after 29 years with the com- 
pany, 11 years in his present post. 
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new love 
story... 


No. 1 best-seller! 


q 
9 .., all about a new line 

that’s just come to 

AYndss town! Retailers are going for 
it big 80 are the 
teenagers. They really dig CUPIDS 

BY PHYLLIS slick styling, the most at 
$5.$7. This story moves fast 

as fast as the shoes 

themselves. As soon as the 
retailers put ‘em out 
the gals put ‘em on! And 
best of all, CUPIDS 
are In-Stock, ready for you 
to order and reorder! 
Here's a story with a happy 
ending. The final chapter 
shows a beautiful profit! 
Talking about books, have you 
written us for your FREE copy of 
our new advertising-promotion 
booklet —- “26 WAYS TO 
INCREASE YOUR RETAIL 
SALES”. If not, drop us a line 
on your letterhead 


manufactured by 


PHYLLIS SHOE CO. 95 Bridge St. Lowell, Mass. 


FIRST FOR QUALITY— 
fit—style leadership 


sizes for boys of all ages 


Look to Brooks for “young” ideas in shoes for active 
boys — with sturdy construction that means steady 
; repeat business. Brooks shoes 
represent OUTSTANDING 
VALUES with EXTRA 
MARK-UP for EXTRA 
PROFIT! Many styles have 
size runs 1-3; 342-7; 742-9, 
with widths A through E, to 

retail at $6.95 to $8.95. 


See the amazing new FLEX-LITE shoes 


The LIGHTWEIGHT — FLEXIBLE — STURDY 
SNAPPER 


#7736 — Black 

sleeve-gore casual 

with interchangeable 

snap-on initial or crest. New 

non-slip quarter lining, Flex-Lite construction, com- 
position sole, Ritz last. IN-STOCK B, C, 3-9; D, 2-9, 
to retail profitably at $7.95 to $8.95. 


| Write today for FREE IN-STOCK catalog! : 
THE WILLIAM BROOKS SHOE CO. — NELSONVILLE, OHIO 


“World's largest independent manufacturer of boys’ welt shoes” 





Wanted to Purchase 





SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire fer fast ae 
tlen . . . quality men's, 
women's and children’s shoes. 


= a oe FOR OVER 46 YEARS 


MOSINGER -COHN 


Ma 1-3363 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS 

LEASES ASSUMED S 

YOUR NAME PROTECTED #4 


Phone or wire 
collect 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 26358 











(formerty Broitman-@efs) 
146 DUANE ST. 
NEW YORK 





WE PAY MORE {.-ause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 PULTON AVE., HEMPSTEAD, L. |.. NW. Y. 
Max L. Meltzer, Pres. tvankoe |-0088 

















WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Usios City, N. J. UNion 3-6413 


Phone or Wire Collect 

















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlaut 6-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 





KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


CLOSE OUTS 


Chicago, Iilinols 
Wabash 2-3797 














M. STOFF and CO. 
CASH FOR SHOES 
Cioseouts—Complete Stores 
Phone or Wire Collect 


137 West B'dw New York City 
Tel. Sootmes 3-0141-2 











84 





Mi 0 R E MEN'S, WOMEN’S and SHOE CO 
CHILDREN’S SHOES 
79-81 READE ST 


Complete Stocks and ees YORK 7. 4 


Stores Solicited 
At All Times. 


YOU GET 


CASH 


Phone: WOrth 2.5180 





Boot and Shoe Recorder 

















Classified and Want Ads 





SIDELINE SALESMEN WTD. 


SALESMEN WANTED 


SALESMEN WANTED 








OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear, All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 


SEABOARD WATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











MEN AND WOMEN DRESS. GROWING 
GIRLS’ ORTHOPEDIC WELTS, NURSES 
Dut Doctor and Nurses Conductive shoes. In 
toch Send resume 

Gofts 


SIDELINE SALESMEN WANTED FOR 
LIN OF BILLFOLDS MEN'S BELTS 
AND ACCESSORIES. 109% COMMISSION 
References required. Silon Products Co., In 
‘06 Elm Street, Cincinnati, Ohi 


INFANTS’ SIDELINE, SELL THIS LINE 
OF INFANTS’ and CHILD'S SHOES TO RE 
rAILERS etail range $14 $2.99. Several 
gu territories at 5 . 
ne S years and growing 

t are experienced, with a mod 
write today to Edmor Shoe uf 


Carpenter St., Phila. 47, Pa 





SIDE LINE SALESMAN 
FOR TOP MOCCASIN LINE 
FOLLOWING AREAS OPEN 
New York, Tex. Okla... Lovisiona, Ky, Tenn., 


Middle Eastern and Southeastern States 
Northern Colif 


MINNETONKA MOCCASIN CO. 
406 PORTLAND MINNEAPOLIS 15, MINN. 











SALESMEN COVERING SOUTHERN 
STATES, FOR COMPETITIVE LINE « 
cements and bonwelts, infants through girls 
make-up and in stock. Long established manu 
facturer with top accounts coast to coast has 
located additional plant in heart of south to serve 
Southern market. Territories now available. Re 
ply giving background and references, to C. H 
R senberg, Chesapeake Shoe Manufacturing 
Co., 603 Dundalk Avenue, Baltimore. Md 


POSITION WANTED 











DESIGNER 


Thoroughly experienced in ladies’ 

fashion shoe field. Seeks rewarding 

and responsible position. All replies 

held in confidence. 

Reply te Box 825, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philedeiphia 38, Pa 














HELP WANTED 





ASST. MANAGER and floor salesman for 
Arch. Type Shoes by large, old, established 
family shoe store in Middle-West, handling 

d rrective and style-shoes. Must be 
thoroughly experienced fitter and salesman. Per 
manent position with growing firm 
cities. Please give full details your 


ng lines 


several 
background 

first letter, all references, and enclose recent 
snapshot. All replies confidential. Reply to Box 
£29, Boot anp Snor Recorper, Chestnut & Séth 
Streets, Philadelphia 39, Penna 


January 15, 1961 


All Replies Confidential. 





SALESMEN—MEN’'S ITALIAN SHOES 


We import them directly—A superb line of finely crafted—highly styled Men's 
Italian footwear—Over 100 patterns—Popular priced—in stock—Liberal commission. 


MISSOURI-LOUISIANA-OKLAHOMA-CALIFORNIA 
Reply to Box 828, BOOT and SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 37, Pa. 





SALESMAN WANTED for quality Line 
f s’, Children’s and Misses’ Cement and 
Shoes. Reply to Box 741, Boot anv 
coxper, Chestnut & 56th Streets, Phila 

’, Penna 


SALES REPRESENTATIVE WELL 
KNOWN MANUFACTURER OF PROTEC 
TIVE PLASTIC footwear has several terr 
tories pen tor representatives to carry mens 

s and children’s boots as sideline. ( 
A. I xk, Peek-A-Boot, Inc., 1600 So 


Los Angeles 15, Calif 
‘ . 


JUVENILE SHOES SALESMEN WANT 
ED FOR QUALITY LINE PREWELTS 
CEMENTS AND BONWELTS, Stock and 

Oklahoma j 
Arkansas and fj 
Commission basis, side line no objectio 

1» nity. The Kepner-Scott Shoe 

Orwigsburg, Pa 


skeups erritories open 


Texas Tennessee 





DISPLAY 








Cameron Company Displays 


500 Echo Lane, Glenview, Illinois 


New and originals in plastics and displays 
Let us re-do your windows 
Send for one of our experts 
JACK CAMERON, GUY MALLOY 
JACK L. CAMERON, JR 














FOR SALE 





IN CALIFORNIA’S PROSPEROUS SAN 
IOAQUIN VALLEY FAMILY SHOE 
STORE $175,000.00 sales. Long established 
Wonderful clientele. Retiring. Reply t Box 

Boot ano Sno Recoaper, Chestnut & 56th 
t Philadelphi ; 


; enna 


FAMILY SHOE STORE FOR SALE 
NORTHEAST FLORIDA COASTAL TOWN 
Nationally advertised brands; new front plus in 
terior newly remodeled. Leading store in town 

interests require this sale. Reply to Box 
oT AND Snow Recorpgr, Chestnut & 56th 
s, Philadelphia 39, Penna 


FAMILY SHOE STORE FOR SALE. On a 
yusy highway in Kenvil, New Jersey. Opposite 
ing center, Call 4-8668, HI §-6521 


FOR SALE, WOMEN’S CANCELLATION 
SHOE STORE IN PHOENIX, CATERING 
to higher class clientele. Good reason for selling 
Reply to Box 826, Boor ann Snore Recorper 
{ stout & Sé6th Streets, Philadelphia 39, Pa 


FAMILY SHOE STORE, NEW FRONT, 
LOCATION. ONLY FAMILY _ sho« 
in Titusville, Florida. 7,000 population, 
ound; payroll from nearby missile base 
volume, $11,500 will handle 

Shoe Store, Cocoa, Florida 


Contact 


FAMILY SHOE STORE FOR SALE 
rHIS IS A GOING BUSINESS DOING 
$100,000 a year Owner retiring Wonderful 
pportunity for right party I own building 
Will lease to suit buyer Situated in the 
Hudson Valley 90 miles from New York City 
Reply to Box 830, Boor ann Snore Recorper, 
Chestnut & 56th Streets, Philadelphia 39, Pa 





SALESMEN 
Children’s Shoes 


Leading Manufacturing Distribu- 
tor has strong line of highly styled 
popular priced Juvenile Footwear. 
Our own factory affiliations makes 
this a surefire seller. May be car- 
ried a3 @ non-conflicting sideline. 
Liberal commission. Write in 
confidence. Territories Open:— 
Texas, Louisiana, Kansas, Méis- 
souri, Oklahoma, New Mexico, 
Minnesota, Nebraska, lowa. 


Reply to Box 827, BOOT and SHOE RECORDER 
Chestnut & Séth Streets, Philadelphia 39, Pa. 











CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words). .$3.60 
Box number, extra. ...$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: 
Classified Advertising 
is payable in advance 

















Index to Advertisers 


This index is published as a convenience 


American Girl Shoe, The .... 
American Shoe Fitting Insti- 


Armstrong Cork Company 


B & R Shoe Co. 
Baris Shoe Co. 


Beckwith-Arden, Inc. 
Beebe Rubber Co. 
Berned Shoe Co. 

Box 

Brooks, Wm., Shoe Co., 


C.LC. Machinery, Inc. 

Cambridge Rubber Company 
(Vul-Cork) 

Cameron Company Displays... .8: 

Camitta Shoe Co. 

Carter, J. W., Company 

Cavalier Co. 

Cohoes Carrybag Co., Inc.. .! 

Converse Rubber Company.. 

Curtis-Stephens-Embry Co. .. 


Edwards Shoes, Inc. 
Edwards, Vincent, & Co. .... 
Everett & Barron Co. ....... 


Gaffin, Seth, Shoes, Inc. 

Gardiner Shoe Company 

General Tire & Rubber Com- 
pany, The 

Gerberich-Payne Shoe Co. ... 

Gilbert Shoe Co., The 

Goding Boots, Inc. 

Goodyear Tire & Rubber 
Company, The 

Green Shoe Mfg. Co...Back Cover 


Hagerty, P., Shoe Co. 
Hempstead Shoe Company 
Heydays Shoes, Inc. ........ 32 


Hubschman, E., & Sons 
Second Cover 


Irving Tanning Company 
Third Cover 


Jarman Shoe Company 


Keith, Geo. E., Company .... 
Kelly Sales, Inc. 


No lability is assumed for errors or omissions 


Levor, G., & Co., Inc. 
Little Yankee Shoemakers... 


Long Arm 


Marbon Chemical Division 
Borg-Warner 

Markell, M. J., Shoe Co., Inc. 

Martin Fabrics Corporation. . 

Medic Shoe Manufacturers, 


Mosinger-Cohn Shoe Co....79 
Nunn-Bush Shoe Co. 


Paule Chemical Corp. 

Phyllis Shoe Co. 

Pied Piper Shoe Co. 

Pierce, C. S., Company 

Pittsburgh Plate Glass Com- 
pany 


Potvin, R. J., Shoe Co. 
Front Cover 


Ripple Sole Corp. 
Romito-Donnelly Corporation 


Rubin, Irvin 


Salomon & Phillips 
Scott Foot Appliance Co. 
Shaw, M. T., Inc. 
Sperry Top-Sider 

Stoff, M., Co. 


Tan-Art, Inc. 

Taylor, Thomas, & Sons .... 
Tingley Rubber Corporation. . 
Topps Shoe Store 

Trimfit Socks 

Traister, Oscar, Shoe Co. .... 
Tyer Rubber Company 


United Shoe Machinery Cor- 
DL satetodecstKieds 22, : 


Vaisey-Bristol Shoe Co. ..... 
Viner Bros., Inc. 


Virginia Oak Tannery Sales 
Corporation 


Weil, M. K., Shoe Co. ..... 74, 
Wellco Shoe Corporation .... 


Wolverine Shoe and Tanning 
Corporation 


CLASSIFIED AND 
WANT ADS 





STORE FOR SALE 


OPPORTUNITY FOR HUSBAND - WIFE 
TEAM !—Settlement of Estate makes necessary 
Sale of thriving Clothing-Shoe Store Established 
over 94 Years. —~ Easygoing Volume approx 
$50,000. in clean Mid.West farming community, 
$000 pop. Could do $100,000 Senile by adding 
ladies’ and children’s wear depts.—Store carries 
leading lines shoes and men’s wear. Clean stock 
about $30,000 inventory, but could reduce to 
any size with big liquidation sale; or will sell 
on contract as going business——Store Room 24’ 
by 150° with modern store front, available on 
reasonable lease.-—— No stock buyers or brokers 
need apply. Only parties with good reference 

msidered. Write “Executor” Box 47, Marshall, 








DISPLAY 


DESCRIPTIVE CIRCULAR: PRICE tick 
et Sale signs, ete on request Merchants 
Service, 407 So. Dearborn St., Chicago 5 








FACTORY MANAGEMENT 








HEVERLE and HAY 


121 North Broad Street 
Philadeiphia, Pa. 
Specialists in Leather Saving, cutting 
control, and all shoe management 

problems. 














MERCHANTS’ NEEDS 
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Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 

















VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Medison Ave., New York City 


Please tell me more about your news- 
paper ed clipping service and special 
short term trial offer. 


Name..... 








Boot and Shoe Recorder 








AMAZING GLOVE LEATHER 
WITHOUT NATURAL DEFECTS 














Stride Rite stores never do any more than Stride Rite children. Here we g 
1} 1 , } “— , ; ry tr + | > arreae ’ — 
every day will bring a new mother, anxious to entrust her youngster’s growing fe 
and skillful fitting service you offer. The many things you can hon- 
—— ee ae ill sell her for vears ‘ome: 
estiy tell ner about Stride Whites Will Sell ner [or years to come: 
Stride Rite researches ceaselessly to continue meriting her confidence; 


Stride Rite’s action lasts are meticulously crafted to support venture- 


some feet under the most trying conditions; Stride Rite answers 


SHOE 


E THAT UN( 
young demands for tapered toes and lighter styling without Green Shoe Mfg. Co., Boston, Mass 
sacrificing proper fit; Stride Rite quality and workmanship never vary. And Stride Rite always 


has the right new shoe, ready to sell when you need it. There’s no standing still ... for a good product. 














